you get greater 

FLEXIBILITY SPOT-TV 

the basic advertising medium 




and hundreds of advertisers are using these 
great stations for their basic advertising: 



KOB-TV Albuquerqu* 

WSB-TV AHonto 

KERO-TV BoUrsfield 

WBAL-TV Boltimere 

WGN-TV Chicogo 

WFAA-TV Dollos 

WICU-TV Erie 

WNEM-TV Flint-Boy City 

WANE-TV FertWoyn* 

KPRC-TV Houston 

WHTN-TV . . . Huntingten-Chorieston 

KARK-TV Little Rock 

KCOP Los Angeles 

WPST-TV Miomi 

WISN-TV Milwoukee 



KSTP-TV .... Minneopolis-St. Poul 

WSM-TV Noshville 

WTAR-TV Norfolk 

KWTV Oklo. City 

KMTV Omoho 

WTVH Peorio 

WJAR-TV Providence 

WTVD Roleigh-Durhom 

KCRA-TV Socromento 

WOAI-TV Son Antonio 

KFMB-TV Son Diego 

KTBS-TV Shreveport 

WNDU-TV .... South Bend-Elkhart 

KREM-TV Spokone 

KOTV Tulso 

KARD-TV Wichita 



Television Division 



Edward Petry& Co., Inc. 

The Original Station Representative 

New York • Chicago • Atlanta • Boston • Dallas • Detroit • Los Angeles • San Francisco • St. Louis 



CHRYSLER'S 
NEW AIR MEDIA 
CAMPAIGNS 

Sharply revising previ- 
ous patterns, nation's 
No. 3 auto company is 
introducing new mod- 
els, with strong spot 
radio for all divisions, 
plus big tv special 
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Special report on 
rating services: 
The Pulse Inc. 
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New products 
changing old 
ad tactics 




DiaCST 9t< PACK 



WHEELING: 37" MARKET 



''Television Magazine B/'S/sy 



One Station Reaching Tlie Booming Upper Ohio Valley 




NO. 8 IN A SERIES: 

NATURAL GAS 



An outstanding contributor to the prosper- 
ous progress and the far-reaching future of 
the WTRF-TV area is the Manufacturers 
Light & Heat Company of the Columbia 
Gas System. Since 1945 Manufacturers has 
expended more than $165 million to improve 
its distribution of vital natural gas to the 
industrial giants which make the WTRF-TV 
area the Ruhr of America . . . gas, too, for 
heating, cooking and cooling to the 425,196 
TV homes which comprise the WTRF-TV 
market, where 2 million people spend $23^ 
billion annually. Manufacturers $6 million 
annual payroll (estimated for the WTRF-TV 
area) helps make this a super market for 
alert advertisers. 



Typical of Manufacturers prog- 
ress is this new $4 millian cam- 
pressar station at the Majarsville, 
W.Vo., storage field, a vital 
link in Manufacturers' nalurol 
gas distribution system. Mare 
than 30 billion cubic feet of gas 
are in underground storage ot 
Majarsville. 



Far evaitabitilhM, co// Sob 
FmrguMon, VF end Gw, Mgr*, 
^ or N—dham Smith, Sa/«s Manager, 
al C£dar 2.7777. 

Nafional Rmp*, Gtforgc f . 
Hattingbfy Company* 



316,000 



watts ^ network color 




WHEELING 7, WEST VIRGINIA 

reoching a market fhaf^s reaching new importance' 



wtrf flv 




tlidt Couiikl 



Strategically located to exclusively serve 
LANSING.... FLINT.... J ACKSO 

Basic 



NBC 




Represenred by the P.G.W* Colonel 
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DIGEST OF ARTICLES 

Chrysler Corporation's startling new air strategy 

27 ^'ith sales down and budgets cut, Chrysler is planning a surprise for 
the automobile industry with a strategic move in radio and television 

Shirtsleeves and slip-stick 

30 A profile of The Pulse Inc. and man who made it— Dr. Sydney Roslow. 
First in a series of articles exploring the work-load behind the rating 

Tv spots in kids' shows prove No. 1 apple seller 

32 Washington State Apple Commission found spot tv so successful last 
year, it*s putting a majority of its budget there this coming season 

New product cascade jolts ad tactics 

34 products — foods, soaps, tobaccos, drugs, toiletries — now have two- 
thirds share of market. As a result, many ad patterns are obsolete 

Kroger tests new spot radio pattern 

36 In an unsual marketing media approach, this chain pushed seven 
private label items, 10 national brands using saturation spot radio 

Tv revenues in multi-station markets 

37 SPONSOR lists 1957 income figures, released by FCC for the 70 U. S. 
markets which last year had three or more tv stations in operation 

Marketing in the modern agency 

38 behind-the-scene look at BBDO's marketing department points up the 
increased focus of attention on the role of marketing in advertising 

Short wave: quick route to sales in Latin America 

40 American Express is one of many advertisers using short wave radio 
to reach Central and South American markets. Here's what they buy 

SPONSOR ASKS:*: Has the local television station be- 
come merely a film medium? 

42 syndicated and feature film sales soar in most markets, three sta- 
tion men discuss the effects of film programing on the tv industry 
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This month wnep-tv becomes one of 
America's most powerful television 
stations , , , zooming up tower height and 
visual power to deliver a bonus of about 
80,000 additional Tv homes... penetrat- 
ing even fringe areas with maximum signal intensity on 
direct line-of-sight, 

WNEP-TV will now deliver the best possible coverage of 
the prosperous Scranton — Wilkes-Barre trading area at 
the lowest cost-per-thousand. 




In North Eastern Pennsylvania's 21- 
county area, wnep-tv will now be hit- 
ting a total of 336,157 tv homes (plus 
about 65,000 more reached by two satel- 
lites) ...blanketing a booming industrial 
center with annual retail sales of over $2 billion. 
Add ABC-Tv*s top-rated shows... fine new local program- 
ming from studios in both Scranton and Wilkes-Barre . . . 
and WNEP-TV makes the "prettiest picture" for advertiser 
and viewer alike! 



REPRESENTED BY AVERY-KNODEL, INC. 



WNEP-TV 

Channel 16 • Scranton— Wilkes-Barre 



A TRANSCONTINENT STATION 

WROC-TV, Rochester, N. Y. • WSVA Radio, WSVA-TV, Harrisonburg 
WGR Radio, WGR-TV, Buffafo • WNEP-TV, Scranton— Wilkes-Barre 



OFFICES: 70 NIAGARA ST., BUFFALO, MOHAWK 2300 • 15 E. 47th ST., NEW YORK, PLAZA 1-3030 




Symbol 
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Bmack Oil ^ai^et .from i 



hiark again and again with astttte advejittising agencies. Among those w^ho h 
are J. Walter Thompson, BBDO, Ydiing & Rublcain and G^mpbell-MitlpIS 




-A 



I 




i|l»tant of release, FLIGHT is hitting the 
yiioleady ordered FLIGHT for their cHents 

* 4 

jfley know an aerodynamic wh^n: they see it*{ 



NBC TELEVISION FILMS A DIVISION OF 

CNP 

CALIFORNIA NATIONAL PRODUCTIONS, INCi 




f pucE.m. 




lOtk AXXIVERSAKT 
ED SULLIVAX SHOW 
M E Rill A y I) IS I .V G A irA R I) 



Thanks. EgL f 



K&E and CBS 



We wear our medals proudly 
in KEL-O-LAND, America's 
most award-\Yinnin^ market. 
And \Ye ^rive the advertiser a 
broad front to pin them on. For 
KEL-O-LAXD comprises 73.- 
496 square miles of viewers in 
four states.* Joe Flovd^s 
uni(iue tv, bO()ster hookup en- 
ables you to buy this hufie sec- 
tion of America f r o ni o n e 
sinsrle-statioii rate card, at l^)^v. 
CNt - cost - per - thousand offered 
anywhere. 

*South Dnkota, Minnesota, 
Joua. X^^bra^ka 

Sef \.(',S, it? Vortijtosife . 
KKI.O lil)L<i KPIO, Report.) 



ens 



XBC 



KEL-O-LAND 



KELO-TV 



Sioux Falls: and hoos-t,>. 



KDLO-TV 



Altertli 1 II Huron W;t t- rtowii 



KPLO-TV 



Pi* rrt' VuloiitincChanilx rlaiii 

(if'i.< ral Ofii -cs: Sioux Kails, S.I». 

Ji>K y]A)\ IJ, Pnwifleiit 

Evans Nord. Grn. M^r,. Larry Hcnt-on. V V 

KKI»fiKSENTKD BY II R 

In Minn'^apolis : Waynr Evans & As*;oc. 
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NEWSMAKER 

of the week 



Last iveeky officers and technicians of the LK 5. Third Arniy^ 
paid a special visit to Charlotte^ iV. C, to talk with an 
energetic ArkansaS'horn Caroliniany tvhom columnist John 
Crosby once called ^^one of the most sincere salesmen in 
radioJ"^ The reason: The Army wanted a closer look at the 
operations and efjuipment of an outstanding tv station which 
has jnst added another to its long line of distingnished firsts. 

The newsmaker: Charles H. Crutchfield, executive v.p. 
and general manager of the Jefferson Standard Broadcasting Co., 
whose blue ribbon outlet, WBTV, broadcast on 5 September the first 
color videotape show ever originated by a local station. 

Equipped with the seventh color video tape recorder built by 
RCA (the first six were shipped to NBC TV recording centers), 
\^'BTV taped its Betty Freezor Show at 11 a.m., played it back 
at 1 p.m. with perfect sound and picture quality. The SlOO,000- 
plus installation, which records both color and black and white, net- 
work and local, makes WBTV the 
first tv station in the country to be 
equipped with all known means of 
color programing. 

For Crutchfield, and for Jeffer- 
son Standard, which also operates 
WBT, Charlotte, and WBT\^^ Flor- 
ence, S. C, both the "firsts" and 
the recognition were an old fa- 
miliar storv. 

\^'BT. third commerciallv li- 
censed radio station in the U. S. 
and the first in the South, has w ow 
numerous awards for showman- 
ship, promotion, public service and news. The first tv station in 
the Carolinas, it broadcast the first color in the Southeast (1953), 
had the first tv studios in the nation designed for color telecasting. 

Creative force behind these accomplishments is Crutchfield himself. 
Joining WBT as an announcer in 1933, he became program manager 
in 193.5, and in 1945 at the age of 33, general manager^ — the youngest 
general manager e\er appointed to a network-owned oudet (CBS). 

By 1951, a well known figure in the broadcast industry, he was 
selected by the I . S. State Department from a group of 18 of the 
nation's top radio experts, to act as advisor in setting up a radio 
network in Communist-threatened Greece. 

Five years later he was touring Russia with 47 other high-ranking 
XineHcan businessmen for a special survey of Soviet economic con- 
ditions. Hih verdict on Russian tv: incredibly backward. 

A color tv fan. Crutchfield is pushing for more color programs and 
greater color set coverage (at present there are 3.000 sets in the 
Charlotte area). He hopes eventually to present 100% color sched- 
ules, predicts ''it could happen in as little as two or three years." ^ 




1 i 

Charles H. Crutchfield 
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WHAT 

IS A 
TIMEBUYER? 

A timebuyer is an indoor 
sportsman with a keen sense 
of humor, who keeps on target 
by pinpointing his markets with 
well-directed, incisive thrusts. 

WHAT DOES HE DO? 

He buys 

WGBI 

radio 

scranton— wilkes barre 

because the 
station has consistently increased 
its dominance over its 
combined market since 1925. 
In the latest Scranton- 
Wilkes Barre Pulse, 
WGBI has 45 per cent more 
listeners than "Station B," 
and 325 weekly quarter-hour 
wins — 305 more than 
its closest competitor. 

CBS Affiliate 

4^$^ Represented by H-R 

Mr^ M. C M*)t»rxe*, Prtsid«nt 
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Timebuyers 
at work 



Sam Vitt, Doherty, ClifTord, bteerb & Sheiifield. .\ew York, media 
supervisor on Bristol-Myers products and Noxzema, makes some 
suggestions for buying tv schedules for this coming season. "One," 
Sam says, "don't have set ideas about frequency. What applied last 
year doesn't necessarily apply this year. There are too many varia- 
bles that upset any formula ap- 
proach. Then, too, new discount 
packages may enable you to con- 
siderably increase your frequency 
and efTcctiveness. Two, study the 
shows and personalities on each 
station carefully. They are con- 
.^tantly changing, and unawareness 
of these changes can result in bad 
buys. Three, watch for inflated 
ratings. Secure from the station 
a list of its feature film titles and 
the play-dates, then check the 

schedules of the important features against the ratings and you'll get 
a pretty good idea of how accurate and representative the ratings 
are. Four, he careful not to spread your budget too much. If the 
client's budget is limited, it is better to buy on a market-hy-market 
basis, concentrating on each area, rather than to hit the entire coun- 
try or marketing area at one time with a low-pressure campaign." 



Marie Coleman, Donahue & Coe, Inc., \ew York, timebuyer for 
MGM and Carolina Rice, feels that radio's audience will grow even 
bigger in the next few years because of the steady sale of radios. 
"Nevertheless,"' Marie says, "the stations must provide more and 
better data if they want their billings to keep pace with circulation. 

1 think advertisers and agencies 
would like to see, in particular, 
more success stories from stations 
on national advertisers. The trade 
press, especially sponsor, reports 
in careful detail the successful 
campaigns of national advertisers, 
and these are very helpful, hut still 
more are needed. 1 am fully aware, 
of course, of the difficulty in secur- 
ing case histories from advertisers. 
Advertisers, for good reason, are 
often reluctant to provide such in- 
formation because they fear it will help their competitors. Hut secrecy 
is sometimes carried to such a ridiculous extreme that information 
that is common trade knowledge is guarded like a secret rocket 
formula. Let us hope more advertisers will realize the long-range 
value of case histories so there will be a freer flow of information." 
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AMERICAN RESEARCH BUREAU 

MARCH 1958 REPORT 
GRAND RAPIDS-KALAMAZOO 



TIME PERIODS 



Number of Quarter Hours 
with Higher Ratings 



WK20-TV 


Station B 


Ties 


99 


89 


2 


92 


47 


1 


38 


23 


1 


43 


17 




272 


176 


4 



MONDAY THRU FRIDAY 

7:30 a.m. to 5:00 p.m. 

5:00 p.m. to midnight 
SATURDAY 

8:30 a.m. to midnight 
SUNDAY 

9:00 a.m. to midnight 

TOTALS 



XOTE: The survey measurements are based on sampling in 
Grand Rapids and Kalamazoo and their surrounding areas. In 
ARB's opinion this sample includes 77% of the population of 
Kent County, and 67% of the population of Kalamazoo County. 



BUT...WIth WKZO-TV 
You Always Get Aces 
In Kalamazoo -Grand Rapids! 

It takes accuracy, plus a lot of luck, to score an ace in 
golf — but for a real winner in market coverage 
you need only WKZO-TV in Kalamazoo-Grand Rapids! 
The latest "scorecard" from ARB shows why — see left! 

WKZO-TV telecasts from Channel 3 with 100,000 watts 
from a 1000' tower. It is the Official Basic CBS Tel e vision 
Outlet for Kalamazoo-Grand Rapids — serves over 
600,000 television homes in one of Americans top-20 TV 
markets! 

*Chances of scoring an ace are 8,606~to-I (Based on 20 years 
of play in New York World Telegram & Sun tournament). 




WKZO-TV — GRAND RAPIDS-KALAMAZOb 
WKZO RADIO — r KALAMAZOO-BATTLE CREEK 
WJEF RAl>iO-;-GRAND RAPIDS 
WJEF-FM-<^ GRAND HAPIDS-KALAMAZOO 
WWTV — CADILIAC MICHIGAN 
KOlNTtV-i-UNCOlN, NEBRASKA 

Assodotid' with 
WMBD RADIO— PEORIA, lUINOIS 
WMBD-TV— PEORIA, ILUNOIS 



mm -TV 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 

Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
>^ve^y-Kno^^e/, /nc, Exc/usfve Nationa/ Representatives 
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Columbus, Ga 



the Metro Area 

IN THE TOP 50 OF ALL 
262 METRO AREAS IN 
PERCENTAGE OF 
GROWTH IN 

• POPULATION 

• E.B.I. 

• RETAIL SALES 



Source: Sales Management Marketing 
on the Move — November 10, 19S7 



the TV Market 

47 COUNTY NIELSEN 
COVERAGE AREA 



POPULATION 
FAMILIES 

TOTAL RETAIL SALES 
FOOD STORE SALES 



1.095.200 
268.300 
736.664.000 
201,960,000 



GEN. MERCHANDISE SALES 86,418.000 
APPAREL STORES SALES 43.313.000 
FURN. & HOUSE APPLIANCES 

40,228.000 

AUTOMOTIVE DEALER STORE 

1SS.4S 1,000 

CAS SERVICE STATION 
DRUG STORE SALES 
EATING & DRINKING 
8LDG. MTS. & HDWE. 
TOTAL NET E.8.I. 



. 72.523,000 
24,150,000 
29.170.000 
48.755.000 
1.2S6.409.000 



Source: 

Coverage from NCS #3— 19S8 
Market Data from Sales Management 
Survey of 8uying Power — May 10. 1958. 



the Station 





Survey affer survey 
proves complete dom- 
inance of this rich, 
progressive area. The 
only media covering 
this valuable trading 
area. 



WRBL-TV 

)RGIA \ 



COLUMBUS. GEORGIA 



CALL HOLLINCBERY CO. 
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by Joe Csida 



Sponsor 




Tv's fall forecast 

■■ In the fall season 1 think you may see: 
% ... An even more widespread and imaginative 
W ^ use of videotape than was indicated in sponsor's 
I igp 1 recent VTR report. Ampex's semi-automatic 
" ' ^ splicer will be largely responsible for this. Up 
till now all splicing on vtr had to be done man- 
ually and required a degree of skill not generally 
possessed, even by many of the best engineers. 
New splicer should result in even greater use of videotape in film 
syndication than has been the case up to the present. Like every- 
thing the careful Ampex folks make, production on the splicer is a 
little on the slow side. But it should reach a level of about 40 or 50 
a month very shortly according to Ampex brass. Splicer will enable 
few firms producing commercials for agencies and advertisers to 
work more proficiently and effectively for their clients, too. RCA's 
color vtr, incidentally, got its very first station usage, just a week or 
so ago, when WBTV in Charlotte, N. C, tape recorded its Betty 
Freezor Show in color. The half-hour stanza was taped between 11 
and 11:30 a.m. on Friday, 5 September, and played back on the air 
between 1 and 1:30 p.m. Station brass tells us picture and sound 
quality were absolutely perfect. . . . 

More spectacular spectaculars 

... At least one, and possibly several more, efforts are underway 
to produce major spectaculars on which television alone won't have 
to pick up the entire tab. The big one, presently to be live, and 
scheduled for video presentation via NBC TV on Easter Sunday, 
29 March, is the Mary Martin Shoiv, Mary, as you may know, left 
Saturday, 6 September, via Mitchell Field, Long Island, for Alaska. 
She is doing a complete show of the highlights from some of her past 
successes, including Peter Pan, first for the Armed Forces, then for 
civilians, live across the United States in some 60 cities. 

Mary's tour is under the aegis of the Department of Defense and 
the I SO in coordination with NBC. In Alaska the company will 
make the Elmendorf Air Force Base, the Ladd Air Force Base, the 
Eiclson Air Force Rase, Fort Richardson, Fort Greeley, the outpost 
of Kotzebiie, just outside Nome, King Salmon village and the Kodiak 
Naval Station. They will also play a couple of benefits including one 
for the Crippled Children's Association in Anchorage. The Alaskan 
phase of the tour will run about two weeks. 

Members of the trouj>e will include Mary's husband and producer, 
Richard llalliday; the Chief of the Armed Forces Professional En- 
tertainment Branch, Lt. Colonel Lionel Layden; Luis Bonfa, an out- 
standing guitar player from Brazil; Dirk Sanders, a dancer. Musical 
conductor for the show will he John Lesko, while Ernest Flatt will 
handle the choreography, and Peter Lawrence will he stage man- 
ager. Also with the troupe, and representing NBC. will be the grand 
old man of show business, John Royal. John was with our radio 
group when w^e made Europe in 194.5, and he'll probably be with the 
first troujK^ that makes the Interplanetary Circuit. And talking about 
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KO\VH time's been the Omaha buy for 
a long time now. For 9 years . . . 
KOW^H has been consistently 
ai or near the top in Omaha radio 
listening. Most recent Pulse: 
6.2 all day average. Good coverage, 

too, on 600 kc. 

Get Adam Young to tell you 
what*s available — or talk to 
KO\VH General Manager 
Virgil Sharpe. 



Omaha 

REPRESENTED BY ADAM YOUNC INC. 
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TIME-BUYERS 

GOTTA 




Sponsor backstage continued . . . 



TOUGH!" 




"Sentiment's got no place in figuring the 
RIGHT time-buy, buddy. When it comes to 
getting the most for a client's doHar, give me 
facts — the straight, most recent facts, I mean. 
"Like the way I figure KFWB in the Los 
Angeles market is what I'm talking about. 
Color Radio on KFWB's Channel 98 is the 
kind of new, exciting radio that has pulled 
listeners right in close. 

"Cold hard facts tell the story: as of July, 
Hooper shows KFWB as the NUMBER ONE 
station in the market . . . with a solid 95.5% 
gain in share-of-audience. Nielsen is UP 
82.7% . . . and Pulse is UP 37.1% ... all since 
January. 

"So, buddy, here*s one time-buyer who*s quit 
buying stations strictly by ear ... or by *tradi- 
tion'. The smart time-buyer will always buy 
KFWB . . . first in Los Angeles. IVs the thing 
to do!'* 



Call or write for your copy of 
this fact-fiUed brochure: "TIME- 
BUYING FOR FUN AND PRO- 
FIT". Loaded with lots of handy 
:ools which make it easy to buy 
Color Radio. 



T^4t IuTlmC 'O* '<^^ ^■O' ' 




Mi 



KFWB 




to 



6419 HOUYWOOO BOULEVARD. HOLLYWOOO 28 HOLLYWOOO 3 5151 

ROBERT M. PURCEtl, Ptes. and Gen. • MItTON H. KtEIN. Sales Mgr. 
Represented nationally by JOHN BLAIR t CO. 



I 



old friends, let me parenthetically wish the best of luck to Ed Kirby, 
our escorting officer on that same V.l.P. trip to Europe in '45. Ed's 
jus^t been made public relations director for the USO. 

Hut back to Miss Martin's tour — after she completes the Armed 
Forces phase of the tour, as We indicated, she will take the show to 
00 cities in the United States. By 29 March, it will no doubt come 
off on the NBC telelanes as one of the finest spectaculars ever pro- 
duced. \nd Miss Martin will ha\e done herself incalculable pr good; 
made the substantial quantities of loot to which she has grown ac- 
customed: and all without the network, sponsor or agency being hit 
with an e.xhorbitaut tab for a star and show of this magnitude. 

.\nother indication of this continuing — sometimes successful, some- 
times not so successful — effort to get maximum mileage out of costly 
show business and television properties is CBS TV's plan to offer to 
stations, free of charge and purely as a public service some of the 
great shows on some of the fine public affairs series. Meaningful 
episodes from such significant skeins as Face the Nation and See It 
Noiv will shortly be offered bv the web's film sales division. . . . 

Sluiwnian^liip and statesinanship 

... In the fall season I think you may also see; 

. . . The most s(did of the quiz shows stage a remarkable resur- 
gence, and regain their positions as top buys for some shrewd ad- 
vertisers in spite of the continuing newspaper campaign to knock 
them out of the tv picture entirely. . . . 

. . . An increasing use of show business and shows, off-television 
as well as on, by major advertisers. The recent Oldsmobile presenta- 
tion of a refurbished "Good News" at the Broadway Theatre in New 
\ ork was an excellent example of priming dealers and sales force 
through effective showmanship. Starring the Olds team of Bill Hayes 
and Florence Henderson, the DeSylva, Brown & Henderson musical 
comedy of the '30's came off as excellent entertainment and potent 
internal salesmanship. 

Olds did a smart thing in using real pros, not only in the starring 
roles, hut in every other department as well. Carol Haney, of "Pa- 
jama Game" fame, for example, did the show's choreography. And 
in the middle of August, this same Genera] Motors staged one of the 
biggest spectaculars hi the streets of Flint, Michigan, that any city 
has ever seen. 

Fve done a number of pieces on the desirability of the major 
agencies organizing show business departments, just as they organ- 
ized, and developed to a high degree of efficiency their radio/tv 
departments. 1 still believe it will happen one of these days. 

. . . And in die fall season you'll see more and more statesmanship 
on the part of television network brass. NBC Board Chairman Bob 
Sarnoff recently got off a widely heralded stroke of statesmanship, 
when he proposed that the tv webs pool their resources and facilities 
in covering events oi national and international significance, spe- 
cifically the 1960 political conventions. Bob will get off a few more 
in the months to come, and Frank Stanton, a tv leader who has long 
evidenced a flair for statesmanship as well as showmanship will toss 
in a few sound ideas of his own. 

. . . And in this fall season, you'll see very litde new in the way 
of network television programing. The tried and true formats, both 
on commercial and public service levels will continue. And as far as 
I. as one observer am concerned, that's not too bad. ^ 
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The Wind and the Sun 

(Aesop updated) 

A dispute arose between the Wind and the Sun as to which 
was the stronger. They agreed to try their strength upon a 
traveler to see which could take his cloak off first. The Wind 
blew a cold, fierce blast; but the stronger he blew the closer 
the traveler wrapped his cloak about him and the tighter he 
grasped it. Then the Sun broke out with welcome beams and 
dispersed the vapor and cold. The traveler was soon overcome 
with the heat and cast his cloak upon the ground. 

So it goes with some radio stations. They think a show of 
force gains more listeners than friendly persuasion. 

Moral: pick a f^^^QUO^ Station 

PaJfo Baltimore Radio Boston 





Radio Chicago Radio JMertiplifs 



wss 



REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC. 



SPONSOR • 20 SEPTEMBER 1958 



13 




Thit itt another in our aeriea about aucccaaful people in advertiaincf, Peterg, Griffin, Woodward, Ine„ Spot Televiaion 



SPONSOR • 20 SEPTEMBER 1958 



MR. WEATHERWATCHER... 



. . . who plays the law of averages — average femperafures fhaf is — because 
his sales peaks are sef by fhe weafher. He holds his fire unfil fhe weafher is 

righf, fhen he lets go with both barrels — sight and sound! 

Market-by-market his Spot Television advertising moves in when the selling is 
good ... moves in with great power — and no waste. 

To help you plan your strategy we've prepared a booklet we call "SPOT TELE- 
VISION COST YARDSTICKS" which shows average temperatures month-by-month, 

and Spot Television costs regionally, seasonally and market-by-market. We*d 
like to send it to you. 

Just write to Peters, Griffin, Woodward, Spot Television, 250 Park Avenue, N. Y. C. 



1^ 



WEST 








KBOI-TV 


Boise 


2 


CBS 


KBTV 


Denver 


9 


ABC 


KGMB-TV 


Honolulu 


9 


CBS 


KMAU KHBC-TV Hawaii 






KTLA 


Los Angeles 


5 


IND 


KRON-TV 


San Francisco 


4 


NBC 


KIRO-TV 


Seattle-Tacoma 


7 


CBS 



































MIDWEST 






EAST 








WHO-TV 


Oes Moines 


13 


NBC 


WBZ-TV 


Boston 


4 


NBC 


WOC-TV 


Davenport 


6 


NBC 


WGR-TV 


Buffalo 


2 


NBC 


WDSM-TV 


Duluth-Superior 


6 


NBC-ABC 


KYW-TV 


Cleveland 


3 


NBC 


WDAY-TV 


Fargo 


6 


NBC-ABC 


WWJ-TV 


Detroit 


4 


NBC 


KMBC-TV 


Kansas City 


9 


ABC 


WJIM-TV 


Lansing 


6 


CBS 


W ISC-TV 


IVIadison, Wis. 


3 


CBS 


WPIX 


New York 


11 


INO 


WCCO-TV 


Minneapolis-St. Paul 


4 


CBS 


KDKA-TV 


Pittsburgh 


2 


CBS 


WMBD-TV 


Peoria 


31 


CBS 


WROC-TV 


Rochester 


5 


NBC 



SOUTHWEST 

KFDI^-TV Beaumont 6 CBS 

KRIS-TV Corpus Christi 6 NBC 

WBAP-TV Fort Worth-Oallas 5 NBC 

KENS-TV San Antonio 5 CBS 



SOUTHEAST 

WCSC-TV Charleston, S. C. 5 CBS 

WIS-TV Columbia, S. C. 10 NBC 

WSVA-TV Harrisonburg, Va. 3 ALL 

WFGA-TV Jacksonville 12 NBC 

WTVJ Miami 4 CBS 

WDBJ-TV Roanoke 7 CBS 



Peters, Geiffin, Woodward, mc. 

POT Television 




Pioneer Sfaf/on Represenfaf/ves S/nce 1932 



MEW YORK • CHICAGO • DETROIT • HOLLYWOOD • ATLANTA • OALLAS • FT. WORTH • SAN FRANCISCO 

^1 



r 



9 



■A 
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Bartell Family Radio is 
an exciting package, en- 
thusiastically accepted by 
the American consumer 
market. The product has 
wide appeal, containing a 
tempting basic ingredient: 
Family Fun. This consists 
in part of copyright featur- 
ettes, companionable music, 
imaginative news reporting 
— all presented with warm, 
friendly professionalism. 
No "formula radio" here! — 
but programing continu- 
ously researched toward 
maximum response, best 
results. 

Each advertising message 
carries the prestige of more 
than a decade of radio 
leadership; reaches more 
buyers at lower cost. 




BARTELL IT . . . and SELL IT! 



1 




AMERICA'S FIRST RADIO FAMILY SERVING 1 5 MILLION BUYERS 

Sold Nationallv bv ADAM YOUNG INC. 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



20 SEPTEMBER 1958 

C«pyrl|ht 1958 
SPONaOR PUBLICATIONS INC. 



National spot billings for October and November should be as good at the sta- 
tion level as they were in the 1957 months* 

What makes the billings outlook for September somewhat less spectacular is the fact that 
the majority of fall contracts had late starting dales. 

The obvious reason: Advertisers delayed longer than usual in making their tv net- 
work commitments. 



Ford and Chrysler have encountered scarcely any objections to a hedge they've 
inserted into their latest spot contracts, namely: 

Each is asking for immediate relief in the event of a strike. 

J. Walter Thompson, for Ford, explains that its lawyers had insisted that no or- 
ders be issued ivithout a production-interruption clause. 



The big national spot radio newcomer of the week was Rival Dog Food (GB&B) 

with a 16-week campaign in a long list of markets. 

Other imminent starters: S&H Green Stamps (SSCB), four weeks of 20-40 spots a 
week; Pertussin (McCann-Erickson), eight weeks of minute announcements, beginning 20 
October; Pall Mall (SSCB), supplementary station list, effective 13 October. 

Incidentally, Time maf?azine (Joe Gan8 agency) is testing a spot radio campaign 
in Sacramento, Columbus, 0., and Springfield, Mass., 13-15 October, using 50-60 spots for 
the three days. 

The flow of new national spot tv business reached almost deluge proportions 
the past week, giving the reps more pressure than they've had in a long row of months. 

Included in the New York swim were Wildroot (BBDO) ; Lever's Handy Andy 
(K&E); Vaseline TTair Tonic (McCann-Erickson), 109 markets; Gallo Wine and Philip 
Morris (Doyle-Dane-Bernbach) ; Texaco and Folger's coffee (Cunningham & Walsh); and 
P&G's Crisco (Compton). 

Among the new tv spot buys out of Chicago and Minneapolis: Tea Council 
(Burnett), 20 weeks in 20 top markets starting 19 October; Gillette's Thorexin (North); 
Helene Curtis' Suave (Gordon Best), top 40 markets; General Mills' Protein-Plus (Knox- 
Reeves) ; Trylon Products' Bathe & Glo (Don Kemper); Lanolin Plus (EWRR). 

(For more details on some of these placements see AGENCIES— NEWS WRAP-UP, 
page 62.) 

With 14 evening half-hours still open on the tv networks, don't be surprised if they 
start flirting more ardently with regional advertisers. 

In eyeing this potential, the networks are fully aware of the problems facing them from 
two angles: (1) getting regionals whose distribution doesn't overlap on a hookup, and 
(2) appeasing affiliates who might be excluded or who feel that the regional advertiser be- 
longs to spot. 

The one area where the networks have met with no afliliate opposition on this score 
is sports. 



ABC TV has been making mighty strides in delivering live clearances. 
By mid-October it will be in a position to offer a live coverage factor of 86.5% for all 
U.S. homes at night. 

Daytime live coverage will come to 84%. 
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SPONSOR-SCOPE cominued... 



Traveling agency media executives lately have run into a type of quizzing from 
major station managers that betrays their passionate desire to trim costs. 

The nature of the question posed; Would it he practical for a top-notch station to 
deal directly with agencies, thus dispensing with the services of a rep? 

Mediamen have told SPONSOR-SCOPE that their answers invariably have been 



negative. 



This is the agency viewpoint: The mechanics of agency operation make it imperative 
that the buyer get quick, convenient service; an agency that deals heavily in spot can't afford 
the time, facilities, and expense to carry on directly with individual stations. 

\^1ien one media executive obsen^ed that he was curious what was behind the question, 
he got this reply from station people: "We've been taking inventory of ways and means of 
matching our percentage of profit to our rising gross but without doing damage to 
that gross." 

(See 13 September SPONSOR-SCOPE, page 9, for report on move initiated by the SRA 
to formulate the rep's role in air media via a code of fair trades practices.) 



Following CBS TV by several months, NBC TV has taken contractual action to stop 
triplespotting trouble. 

In response to continuing pressure from agencies, NBC TV submitted to affiliates an 
amendment to their agreement whose intent is to eliminate the opportunity for triplespot- 
ting in chainhreaks. 

The amendment commits the station not to delete any production credits at the end 
of the program or eliminate the network identification or promo. 

Affiliates also are required to certify regularly that no material has been clipped, or 
conversely to "identify the exact timings of anything clipped." 



For an agency that not so long ago almost wasn't on speaking terms with the medium, 
McCann-Erickson has started to show a marked interest in radio. 

The agency now has about $50,000 a week riding in network radio for Lehn & Fink, 
Lewis Howe, and Buick plus even more than that in spot radio. 

Of course, the radio stake looks paltry compared to the estimated S1.5 million McCann- 
Erickson pours into all-tv weekly; but for radio it's at least a beginning. 



Tlie business of bartered time seems to have drifted into a quiet groove. 

Merchants of this commodity are boasting that the explosive or spectacular barter 
operators have departed for other fields and that the business is now content to deal only 
in marginal time. 

One of the barter firms has branched out as a tiniebuying ^'consultant.'' Its function: 
After ascertaining a small advertiser's needs, it evaluates time that can be bartered 

and contracts for it. 

Basically what hampers the barterer is coming up with a cost-per-tliousand 

that outmatches the average rating-point buy. 



ISBC Spot Sales this week extended its probe of the tiniebuying fraternity 
to opinions about station executives and under what circumstances they like to see them. 
The areas the latest Spot Sales questionnaire covers include: 

• Are visits from station people helpful? What should they bring along by way of 
information? 

• Have such visits influence, directly or indirectly, on a schedule purchase? 

• Does the timebuyer object to the station man going direct to the account execu- 
tive or the client without prior knowledge? 

• What months are most convenient for seeing station visitors and when can such 
visits influence buying decisions most? 
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The ever increasing intricacy of agency operation is vividly evident in the wheels 
within wheels involved in the initiating, huying, and following-lhrough of a spol iv 
campaign. 

Here's a list of the specialists wilhin a product group that are essential to the spot 
machinery at Y&R; sometime during the course of the campaign all of these actually will 
come in conlacl wilh ihe client : 



1. Account supervisor 

2. Account executive 

3. Assistant account executive 

4. Media supervisor 

5. All-media buyer 

6. Assistant media buyer 

7. Tv-radio program supervisor 

8. Tv-radio account man 



9, Marketing or merchandising man 

10. Copy supervisor 

11. Art man 

12. Research contact 

13. Commercial producer 

14. Tv-radio traffic supervisor 

15. Commercial traffic man 



This team sets up the ground rules before the campaign hits the tv stations. The first six 
share the responsibility not only in the strategy but in choosing the schedule. 



Life gels more and more complex for the station rep, particularly the traveling 
from contact to contact. 

Listening to reps, SPONSOR-SCOPE this week noted this continuing trend: 
Not only do rep salesmen go through a hectic chain of command at the agency it- 
self (see item above), but they are asked to visit the client involved — usually the ad man- 
ager and the sales manager — -and then go back to the agency with a report on the client's 
reaction. 

NBC TV has just compiled a set of statistics — based on January-June compari- 
sons — which show that the bloom still is on the tv rose. 

Among the upward trends indicated by these facts and figures: 

1) The time spent watching was 5.37 hours per day per home this year, as com- 
pared to 5.33 hours in 1957. This adds up to 229,122,000 home hours per day vs. 211,244,- 
000 last year. 

2) Nighttime sets in use for the first half of this year averaged 59,9%, com- 
pared to 58.4% the year before. In terms of average total homes, the jump was from 23,146,- 
000 to 25,558,000. 

3) Total rating points for the three networks in the evening went from 62.4 to 
63.3, an increase of 1%. (Notes NBC TV: "this is particularly significant since syndica- 
tion has contributed a good deal of quality and flexibility in local programing 
schedules.") 



The critics notwithstanding, network tv viewers keep drifting away from the 60- 
ininute drama and giving more of their attention to westerns. 
An NBC TV analysis, out this week, shows that: 

• Between 1956 and 1958 (using the January-June period as base) the average audi- 
ence for westerns went up 33%, while the hour drama took a 9% drop. 

• Westerns are topping hour dramas by 48% in their average minute audience, where- 
as in 1956 it was a virtual standoff. 

The following table documents this thesis: 







1956 




1957 




1958 




NO. 


A A RATING 


NO. 


AA RATING 


NO. 


AA RATING 


Avg. Eve. Show 


135 


19.9 


127 


20.4 


129 


20.1 


Hour Drama 


11 


20.8 


10 


19.5 


6 


18.9 


Western* 


7 


20.9 


10 


25.1 


18 


27.9 



'No, denotes half-hour periods. 
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SPONSOR-SCOPE continue... 



Toiletries oiitseored foods as the No. 1 classiRcation in network Iv for July. 

It's the firj^t time that toiletries have held that position. The gross billings for the 
month for the ^^inner came to $8,680,100, compared to $8,363,650 for the food group. On 
the first seven months, foods still are in the lead. 

According to the same source (TvB), Winston in July replaced Tide as the higgest 
monthly brand spender. Winston's outlay was $834,485 for July, with Anacin and Chev- 
rolet coming next in order. Tide wound up No. 4. 

Alcoa (F&S&R) will spend around §150,000 with NBC Radio for a tie-in with 
the Boat Show in New York 16 January, combining the broadcasts of Guy Lombardo with 
a batch of five-minute segments. NBC also got an order from Pharma-Crafl via JWT, 
Chicago. 

CBS Radio's new business includes Seeley 3Iattress (JWT), for Arthur Godfrey; 
Mennen*s Skin Bracer (W&L), 10 segments; Dodge (Grant), nine segments; Lorillard 
(L&\), 12 segments a week for 13 weeks; and Chrysler, the 9:25-9:30 p.m. newscast. 

Walch for an industry-wide promotion on the part of the building industry — 
with the electric appliance manufacturers contributing — to step up consumer interest 
in lower and middle income housing. 

The slacking-off of home building for these classes has been tough on the appliance 
business, which proved so conspicuously sensitive to the recession. 

Where advertising will gain: The electrical field's role will include either self- 
supporting or tie-in campaigns in the various media. 

Thi s use of videotape doesn't mean a buck to advertising, but it does demonstrate 
broadly how the device will serve to influence tv production: 

With KWT, L.A., videotaping the Rams football game, the coach and players 
can review their first-half performance on a dressing-room screen during intermission. 

It will enable them to see their mistakes and good points and indicate where they can 
improve. 

(See special report on videotape's status in 6 and 13 September SPONSOR.) 

The recruting of media buyers in the major IMadison Avenue agencies is now 
moving along well-defined lines. 

Those agencies who claim to have established a solid basis for upgrading from within 
their own ranks report that more and more of the buyers are coming out of merchan- 
dising and account contact. 

The advantage that the merchandising man specifically offers*. His personal 
knowledge of many markets and his ability to view a client's problems in their broader 
aspects. 

A 3Iadison Avenue agency in the S60-S70-million class this week declined to send 
a man on the road to buy time at local rates for one of its regional accounts. 

The agency advised the client that it was against the practice on principle, and that 
if the client insisted on paying the lower rate he could do his buying through his dis- 
tributors or district managers. 

Added the agency: If the client wanted it that way, the distributor or district manager 
could relay the bills to \ew York and the agency would pay them. 

This agency recently did a wholesale quiz among stations on how they determined 
their local vs. national rates; the results generally shows no hard-and-fast patterns. 

For other news coverage In this Issuer see Newsmaker of the Week, page 6; 
Spot Buys, page 46; News and Idea Wrap-Up, page 58; Washington Week, page 55; sponsor 
Hears, page 56; Tv and Radio Newsmakers, page 70; and Film-Scope, page 53. 
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Fast, accurate news coverage is one 
reason Beeline stations deliver a large 
and responsive audience in the Billion- 
Dollar Valley of the Bees. The five 
Beeline stations have their own news 
staffs for on-the-spot local news 
stories. They work closely with Mc- 
Clatchy newspapers and tie into avail- 
able network news shows to add depth 
to their coverage. 

As a group purchase, these radio 
stations deliver more radio homes 
than any combination of competitive 
stations ... at by jar the lowest cost- 
per-thousand. (Nielsen & SR&D) 



SACRAMENTO, CALIFORNIA 
Paul H. Raymer Co., 
National Representative 



NO 

CRAMENTO 

H m \ 

KBEE O MODESTO 
I \ 
KMJ O.FRESNO 

\ ft 
KERN BAKERSFIELD 
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49th and 
Madison 




The 
daring 
young maid 
In the tempting 
trapeze . . . 
she knows that 

KOIN-TV is just 

her Style. In Portland 
and 30 surrounding 
Oregon and 
Washington counties 
she means sacks full 
of sales when you say 
it on her station. 
The gentlemen 
from CBS-TV 
Spot Sales will 
be only too happy 
to discuss with you 
the last word on 
KOlN-TV's stylish 
coverage and 
ratings. 





Oklahoma oil 

All of us here at Needhani, Louis & 
l>rorhy were most pleased when we 
opened this week's issue of sponsor 
to see the article on our client's recent 
^pe(•ial promotion in Indiana, titled 
"Oklahoma Oil Builds an Air Net- 
work.*' Not only were we pleased at 
the recognition given this effort but 
at the way your Midwest Editor, put 
' in perfect phraseology the entire feel 

aud excitement of this campaign. 
I In our opinion, you did a wonderful 
job in tracking down the story. 

Harold A. Smith 

Program Prrwotion a.ul 

Merchandising Manager 
Needliam, Louis and 

Brorby, Inc. 
Chicago 

Buyers guide 

Has SPONSOR stopped publishing its 
annual BUYERS' GUIDE TO RADIO 
A\D TV STATION PROGRAAHXG? 
Or have we simply misplaced both our 
1957 and 1958 issues? Or have we 
only misplaced the 1957 issue, as the 
) 1958 issue has not been published yet? 
Whatever has happened, we are lost 
without it. Would it be possible to 
send us two copies of the latest edi- 
tion, post haste? 
Patricia Clark 

Liller Xeal Battle S: Undsey, Inc. 
Atlanta, Georgia 

• SPONSOR has shipped Miss Clark two r«pir->. 
(post ha-stf) of our late<i1 rdition of the Itiiyor''* 
<;ui(l<>. This pubUshrd In 1937. plan no 

n^tv Issue in 1958. 

Highlights 

Thoroughly enjoyed your August 16tli 
issue. 

Highlights: John E. McAIillin's 
"way of a pro" comment on inashed 
murphies, and salute to the commer- 
cial chef. 

The Leo Burnett quote: "When you 
reach for the stars, you may not quite 
get one, but you won't come up witli 
a handful of mud, either." 
. How the cop, who provided the 
! bucks for lunch and eas — on behalf 
of Messrs. Griffith and Riccobono — got 



bis reward: "He's now a salesman for 
the firm, doing very well too." If that 
fact had not been revealed, I would 
have wondered about his recognition. 
It made the story complete, warmly 



reassuring. 

The WVNJ "Great Albums of 
Music'' story was also melodic reading. 

And I liked the 10-second spots 
feature about the three-way letter file 
of a St. Louis agencyman; "IN, OUT, 
and WHOOPS!" 

Plus the touch of feminine beauty 
here and there. 

Ed Bovd 
Okanagan Radio 
Kelowna, B. C. 
Canada 



Barter 

Thank you so much for supplying me 
with your tear-sheets on BARTER so 
promptly. It has enabled me to ac- 
quaint our key personnel with the 
pertinent data. 

SPONSOR Magazine has been one of 
the main sources for my knowledge of 
radio and television affairs. 

Marjorie C. Scanlan 
Kudner Agency, Inc. 
New York 

Case history 

Thank you very much for sending us 
the article on Lestoil. 

Its completeness again convinces us 
of the thoroughness with which each 
article in SPONSOR is handled. 

Robert C. Hall, Jr. 

Media div., 

Cargill & Wilson, Inc. 

Richmond, l a. 

Prudential commercials 

1 have a feeling that I've been remiss 
in thanking you for that great piece 
ou why Prudential likes public service 
commercials. Herewith thanks and 
congratulations on a fine job of tight 
writing and editing! 

Walter Henry Xelson 
Director, pr & publicity 
Reach, McClinton & Co. 
New York 
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WBAY ch. 2 
GREEN BAY 




i 



HAYDN R. EVANS, GEN, MdR. 
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Seaworthy 
and worth 
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First (andsiill the best) Navy'in'action series, NAVY LOG 
is now sweeping into regional and local markets with 
the most distinguished service record in all syndication: 

Three^year uninterrupted hitch on network television; 

Exceptional sales action for such gold'braid sponsors as 
UmSm Rubber, Sheatfer Pen, Maytag and American Tobacco; 

Press citations from The Billboard (''Superior dramatic 
series")mmmNew York Herald Tribune (''Absorbing, loaded 
with suspense, full of realism")... and a hold' full more; 




A 21''gun salute from the Navy Recruiting Swrwice which 
votes NAVY LOG lis top television source of enlistments; 




'Superior"rating from viewers: a 23 J total Nielsen on the 
I CBS Television Network* (NAVY LOG has a ready-made 
\ audience of 22 million ex-servicemen and. their families); 

W4- kmadilne-fresh, authentic half-hour films stowed on*^!" ^ 
boards provisions for two years' continuous sales duty.*'^ . 

NAVY LOG commands the high sees! Signal orders to 
nearemt office of CBS TELEVISION FILM SALES]rlNGl O ^ 
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Salesrights MCMLVIII by 
CBS Television Spot Saies 

NEW YORK CHICAGO DETROIT ATLANTA SAN FRANCISCO LOS ANGELE 




jKii-FRKSUN HTANOAKO IIROAOCAHTINO COMPANY 

*Nation's 16th television market— Television Magazine TV set count — July, 1958 
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First look al ihe 1959 moctels: Chrysler Corporation clispla>ed all hve lines at tbib prt;ss preview in Miami tJeacn earlier this month 



Chrysler's startling new air strategy 



^ This week, Chrysler Corporation will kick off a heavy 
spot radio campaign that will be a surprise to the industry 

^ It will be followed by a net television special that may 
possibly turn out to be the season's biggest television show 



^ MIAMI BEACH, FLA. 

%^hrysler Corporation — fourth larg- 
est national advertiser and an air me- 
dia stalwart — is about to break a 
surprising new radio/tv campaign for 
its 1959 model cars. 

In exclusive interviews with SPONSOR 
at this Florida resort, Chrysler adver- 
tising executives revealed plans for the 
new campaign which departs from tra- 
ditional automobile industry advertis- 
ing practices. 



The campaign involves these two 
highlights: 

1) In the past, each Chrysler make 
— Plymouth, Dodge, DeSoto, Chrysler 
and Imperial — has conducted its own 
pre-announcement teaser campaign. 
This year, the divisions are virtually 
foregoing teaser campaigns. Instead, 
the corporation is running a massive 
teaser campaign in spot radio featur- 
ing the whole Chrysler line. 



2) Chrysler, No. 3 -among network 
television spenders last year, is revising 
its net tv strategy this year. After 
dropping Climax! last June, Chrysler 
(the corporation, not its divisions) will 
probably postpone until spring buy- 
ing any regular net telev^ision show. 
Instead Chrysler will use a net tv ^^spe- 
ciaU' to introduce all five 1959 model 
cars to the public. 

What's behind this unusual air me- 
dia strategy? Interviews with Chrysler 
admen point to these four basic rea- 
sons: 

• First, hmited ad budgets for the 
fourth quarter of 1958. It's no secret 
that Chrysler Corp. sales are hurting. 
Compared to 1957's first six months, 
Chrysler sales this first half plummeted 
42.2%, and its share of market dropped 
to 14.27%. Even worse, while Chrysler 
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(]()ip. profits liil almost $90 million in 
tlir first half (tf last year, the company 
s-uflered a net loss of more than S25 
million in the same period this year. 

Althouj;h no one at Chrysler will 
admit it. it seems apparent that this 
financial cloud has resulted in severe 
c^t^ in ad hudgets. 'Ihns Chrysler's 
unusual stratp^\ is I)a>cd. in part, on 
the need to >tret('h ad dollars further 
than u>ual. 

• Second, the corporation had to 
develop the teaser campaign because 
most of the divisions had no teaser 
campaigns planned; in fact, of the four 
divisions. (»nh the Chrysler-Imperial 
division will run any teaser coninier- 
(ials at all. The divisions wanted to 
drop traditional teaser advertising in 
order to concentrate their hudgets on 
ainiouncement and post-announcement 
campaigns. So the corporation had to 
step in and fill the gap. 

• Third. Chrysler felt that its com- 
petitors were copying many Chrysler 
Corp. styling features, i.e., tail fins, 
and wanted to get this point across to 
the public before all the new cars were 
out. The teaser campaign will hit hard 
on Chrv tier's styling leadership. 



• Fourth, and last, there is grow- 
ing belief that the individual divisions 
should sell the product and its fea- 
tures, while the corporate budget 
should concentrate on creating a cor- 
porate image for all Chrysler cars. 
While this has been true in the past, 
ihe new campaign carries this strategy 
out to an even greater degree. 

The spot radio campaign will start 
\ September and run for three weeks. 
Both 20-second and 60-second spots 
will be used in the 50 top markets, 
\tith at least one station (and perhaps 
more, depending on availabilities) in 
each market. 

National spot will also be used, on 
])oth NBC's Monitor (probably the full 
165-station lineup} and CBS' Impact 
I again, probably the full 163-station 
lineup) . Only 60's will be used on 
U onitor, both 60's and 30's will be 
used on Impact. 

The spot radio campaign will have 
three phases, which will overlap and 
have similar overtones: 

• Ihe opening phase, according to 
Chrysler s corporate advertising and 
sales promotion director Richard E. 
Forhes. will be a "thought-provoking" 




( \\ r> »ler Corp. corporate advertising and 
sales promotion manager Richard E. Forbes 



efTort aimed at potential new-car buy- 
ers and emphasizing Chrysler's styling 
leadership. 

• The second phase will start the 
"bard sell" aspect of the campaign. 
The theme: "Cars that can do what 
tiiey look like they can do — and they 

{Please turn to page 65) 



ERE ARE THE RADIO AND TELEVISION PLANS 




Plymouth Division: 
Lou Hagopian, Plymouth 
ad and sales promotion 
director, reports that 
Plymouth's advertising 
theme for its 1959 models 

fllF" ^ mouth's got it." Plymouth 

will have no teaser cam- 
paign, will use spot radio 
in 30 top markets for four 
weeks starting 16 October, 
with mostly 60's, some 
20's and 30's, Plymouth 
will also use national spot on CBS' Impact seven nights a 
week (60's only!, also starting 16 October and running for 
four weeks with possibility of extension. Plymouth, which 
last )ear had Date ivtih the Angels (ABC TV), one quarter 
of Climax! (CBS TV I and one half of Lawrence Welk (ABC 
TV), this fall will have full sponsorship of The Plymouth 
Show starring Lawrence Welk, Wednesday nights, ABC TV, 
7:30-8:30 LST, on about 180 stations. Plymouth's agency 
is N. W. Aver. 




Dodge Division: W. D. 
"Pete" Moore, ad and 
sales promotion director, 
explains that Dodge's ad- 
vertising theme will be 
"The newest of everything 
A C i M o^^^^ greatest of ev- 

^kl H c^*"-^ m ery thing new." No ad- 

i^T jf^^ ^T^V^ V| vance teasers will be used, 

introductory campaign 
will start 1 October with 
a spot radio campaign in 
100 top markets, will run 
20's and 60's several times 
a day on several stations in each market, will also buy into 
NBC's Monitor sports package. Dodge is still looking into 
other possible net radio buys. Net tv buy w^ill be Dodge 
Dancing Party, Saturday night Lawrence Welk show^ on 209 
ABC TV stations which will cover 200 major markets for 
Dodge. Dodge, unusual among all automotive divisions in 
industry in that more than 50^^ of every ad dollar went into 
net tv in recent years, this fall will shift heavily into spot 
radio. Dodge's agency is Grant Advertising. 




2» 
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How Chrysler Corp. sales compare to net tv/radio expenditures 





PASSENGER 

CAR Sales 


SHARE OF 
MARKET 


TOTAL AD 
BUDGET « 


NET TV« 


NET RADIO* 


1950 


1,113,794 


17.60% 


$19,980,713*^ 


$495,532 


$904,908 


1951 


1,103,330 


21.80% 


$21,072,729^ 


$1,263,636 


$880,861 


1952 


884,667 


21.27% 


$20,378,198 ^ 


$1,611,362 


$945,321 


1953 


1,165,357 


20.31% 


$28,229,177 d 


$3,006,792 


$905,005 


1954 


714,347 


12.91% 


$30,829,359 ^ 


$8,820,955 


$1,867,212 


1955 


1,206,195, 


16.82% 


$53,789,249 ' 


$17,272,769 


$1.300,000 




Q99 


10.4'0 /C 




$18 198 264 


%i^c\ nnn ^ 

tjp 1 (JV/.V/VJVJ 


1957 


1,096,359 


18.33% 


$61,429,589 f 


$18,915,776 


$1,100,000 


1st half 
1958 


337.917 


14.27% 


$13,880,975 e 


$9,577,069 


$200,000 



11 — Includes all divisions and all products, 
b— SPOXSOR estimate. 

e — Includes net tv, net radio, magazines, newspapers and Sunday supplements, 
d — Includes net tv, net radio, magazines. newspai>ers, Sunday supplements ajid business 
publications (est.). 

€ — Includes net tv, net radio (est.), magazines. new*spapers. Sunday supplements and 



business publlratlons (est.), 
f— Includes net tv. net radio (est.), magazines. new.'!pai)ers, Sunday supplements, business 

publications (est.) and outdoor, 
g — Includes net tv. spo-l tv (est.), net ladlo (est.), magazines and Sunday supplements. 

Sources: T\-II. TNA IJ.Ml. IM.K.. IIO.V. (»AI. and SPONSOR estimates. 



ALL FOUR CHRYSLER CORPORATIONS DIVISIONS 



DeSoto Division; J. L. 

Wichert, ad and sales pro- 
motion director, says De- 
Soto will have two ad 
themes. First will be "Ev- 
erything you see, every- 
thing you touch is new." 
Second theme will be 
"The smart way to go 
places," which will be 
backbone of year-round 
campaign. DeSoto will 
not use either net tv or 
net radio this fall, al- 
though looking into possible net tv shows to start next 
spring. Two major campaigns will be in spot tv and spot 
radio. Spot radio will be saturation campaign , in top 10 
markets, averaging about 4 stations per market, five to 10 
spots per week, including lO's, 20's, 30's and 60's, starting 
about 16 October and running through early December, 
Spot tv campaign will be national spot, using about 175 sta- 
tions in 60 top markets, lO's, 20's, 30's and 60's, starting 
about 16 October. DeSoto's agency is BBDO. 




Chrysler-Imperial Divi- 
sion : James C. Cowhey, 
only recently appointed 

I ^f i^^^K. sales promotion 

tfif^t^ J ^^^^^^^^ hot\v Chrysler 
H m^^^^^r m Imperial, says Chrys- 

-^^m ler will u^e as theme "The 

^^t^L ^ lion-hearted car that's ev- 
Xt/**^^^^^^^^^ ery inch a new adven- 
ture." Imperial theme will 
be "Excellence without 
equal.'* Imperial will use 
no air media, Chrysler 
will be heavy in radio, 
v\ill be only division employing teaser campaign. Three* 
week spot radio campaigns will break about 17 October, 
using 300 stations in top 100 n^arkets, lO's, 20's, 30's and 
60*s, will also use Monitor. Teaser theme will be pegged olt 
"Lion-hearted Chrysler," announcement theme will stress car 
is now on display, post-announcement will urge buyers to 
see and drive. Cowhey is considering possibility of returning 
to tv next year, probably in network, has allowed for it in 
1959 budget. Agency for both Chrysler and Imperial is Y&R. 
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In coal, v*iih olienls: Dr. Sydney Roslow (center) ehats with veteran admen Frank Silvernail 
(I), former station relations manager for BBDO, and Maxwell Ule, senior vice president at K&E 



In .shirtsleeves, with slip-stick: Roslow can 
be found like this often in his N.Y. ofi&ce 



BEHIND THE RATINGS SYSTEMS— PART ONE 

THE PULSE — in-home interviews 



^ Since 1941, when this broadcasting service was 
founded, clients have gone from four to more than 1,400 

^ Here is the story behind The Pulse, behind its growth 
aud about the man who built it — Dr. Sydney Roslow 



What Pulse surreys itt air metUa: AV^- 
uork radio, monthly in 26 markets; by ^4 
hours, \etworh /r, monthly in 22 markets; 
by ^ i hours. Syndicated film, monthly in 22 
markets, by pro^ram^. Spot radio, from two 
to 12 times a year, depending on market; in 
2{)i)'plus markets; by H hours. Spot tv, from 
tuo to 12 times a year, depending on market; 
in 157 markets. 

(Put of homo radio: measured along with 
and included in regular radio reports. 
Tvchnique : ill personal interviews in the 
home, auto data gathered at same time. 
Tiuu* covered: From 6 a.m. to midnight. 
Extrafii Qualitative data such as audience 
f ompo.Htion. market or product research. 

It \\a^ a rainy ni^Iil in Chicago when 
the voung Iad\ intervie\Ncr represent- 
ing I he I'ulse, Inc. punched the floor- 
hell <*f a swank apartment, \lmost in- 
>tanllv. as if she were expeeted or even 



long-awaited, she was admitted by a 
suave, hot-eyed gentleman decked out 
in a white tie and smoking jacket with 
satin lapels. 

"Come in, come in," he said. "You 
must be soaked, darling. Let's get 
those wet things off and tiieanwhile 
I've a drink all ready and waiting for 
you." Somewhat shaken, she followed 
him into a cozy living room complete 
w itii couch, fireplace, and bar. It 
wasn't until he had relieved her of her 
coat and clip-board that she got around 
to mentioning she was from The Pulse. 
I le didn't withdraw his offer of a 
drink, and he answered her questions 
— hut his heart wasn't in it. 

\s she left, the buzzer sounded. In 
the doorway was a svelte blonde, obvi- 
ously not from a research firm. But 
this time, Don Juan took no chances. 



"You are Miss So-and-so?" he asked 
carefully. 

"There's no substitute for people 
talking to people," says Dr. Sydney 
Roslow, president, director and foun- 
der of The Pulse, Inc., and a con- 
firmed protagonist for the personal in- 
terview method of determining radio 
and tv ratings. "And there'll be no 
substitute," he adds, "as long as peo- 
ple — and not automatons — are the 
audience." 

The Pulse is a personal interview, 
aided-recall survey conducted in the 
home. It uses a printed roster of pro- 
grams and a modified probability 
sample based on U.S. Census block 
statistics and standard Sales Manage- 
ment data; interviewers have no con- 
trol over either of these. Pulse does 
not employ diaries, metering devices, 
or phone calls. (In 1954, The Pulse did 
make a move in the direction of auto- 
mation with the development of its 
DAX. an electronic peeper-counter 
that not only computed ratings hut 
typed them in finished form; once de- 
veloped, however, it was promptly 
shelved.) The basic equipment in a 
Pulse sur\'ey is shoes. Pulse inter- 
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viewers, on their round of doorbell- 
ringing, wear out an estimated 10,000 
pair a year. 

Along Madison Avenue and its coun- 
terparts across the country, it is easy 
to get into arguments over the relative 
superiority of one rating service over 
another. Some media people will tell 
you that Pulse ratings "run too high, 
favor stations and confuse timebuy- 
ers." Others are quick to retort that 
Pulse ratings "are the most realistic, 
credible, are happily free from 'freak' 
overnight rises or falls that can ob- 
scure a market picture." Critics of the 
Pulse personal interview say that per- 
sons trapped in their living rooms by 
an inquisitor are apt to come up with 
some highly suspect answers either 
through impatience or in the hope of 
being accommodating. Proponents of 
the technique say that it is psycho- 
logically sound and the only real way 
to ^et qualitative data (audience com- 
position, commercials recall). 

The one significant fact that tran- 
scends all argument is that in its 17 
years of history. The Pulse has never 
veered from its personal interview 
technique; the only changes have been 
enlargement of samples and expansion 
of markets. And during that time, 
clients of The Pulse have swelled from 
an original four to more than 1,400. 
To understand the growth of this re- 
search firm, it is necessary to know 
something of the man who made it. 

Stocky, soft-spoken Syd Roslow has 
come a long way since his birth, in 
1910, up in New York's upper East 
Side. But as the prototype of the suc- 
cessful executive he hasn't begun to 
keep pace with the company he built. 
The Pulse, since its 1941 beginning, 
has increased its annual dollar volume 
from $59,000 to well over $1 million. 
But Roslow, in his tastefully-appointed 
Fifth Avenue office, still greets visitors 
in his shirt sleeves with collar and tie 
stripped open. His New York office 
staff has swelled from the original two 
(himself and his wife, Irma) to 125, 
and his desk is well-equipped with in- 
ter-com and buzzers. Yet Roslow 
ignores the buttons, still sings out for 
his secretary. 

Although the facts and figures he 
deals with are often decisive in the 
purchase of millions of dollars of air 
time, Roslow remains a man without 
pretense — and without delusions. As 
one adman put it, "Syd can't even seem 
to believe in his own luck." 

{Please turn to next page) 
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HOW THE PULSE DOES A REPORT ON 
STATIONS IN A TYPICAL MARKET 

1. The market: Bangor, Me., tvhere Pulse surveys twice a year, 
March and November. 

2. In October, Pulse checks to learn of any changes in market; 
writes stations for program schedules; alerts local Pulse 
supervisor and her field crew. 

3. Checks local neivspapers and TV Guide (// available), also 
program schedules that come from stations. Prepares pro- 
gram roster that the intervieivers wiU use. 

4. Date of survey is set. Field supervisor brings her staff to- 
gether and gives them a refresher course {or where new 
people are used — a training course). 

5. Meantime The Pulse home office has selected the sample. 

6. Supplies — including program rosters, sample, etc, — go to 
the field supervisor. 

7. The interview crew goes to ivork. Only housewives are used 
as intervieivers; Roslow finds them most responsible. 

8. Local supervisor spot checks the crew while the survey is on. 

9. The completed questionnaires start to come into the mail 
room in N. Y. Pulse headquarters. (They come directly 
from interviewers.) All these envelopes go directly to one 
department where they are opened, sorted. Mail verification 
cards are sent to the homes interviewed. This is another 
check to make certain that the sample has been observed and 
that homes reported called on actually were interviewed. 

10. Meantime, the tabulating department takes over and starts 
totalling replies to each question. 

11. At same time, the program roster department is updating 
the program schedules — entering, correcting^ verifying. 

12. From tabulating, returns go to computing where the ratings 
and shares are prepared in the rough. 

13. Rough ratings and revised programs schedules are put to- 
gether. This happens in the typing department. Here for 
the first time one person sees all parts of a report. Up until 
this point no one person handles more than one page of a 
report. As fast as tabulators, or calculators finish a page 
(they ivork with time segments or an old report) it is 
double-checked by another person. All the way down the 
line department heads spot check for inaccuracies. 

14. Report goes to multilith for printing. Final inspection. 

15. Dr. Roslow makes final-final inspection. Reports mailed. 
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Ilu>band-Hif(> leam; Kosloiv U). his wife, Irnia, anil public relations director Lou 
confer before a trip. Irma Roslow was first Pulse employee, still comes regularly 



Frankel 
to office 



TIIK PI LSE iCottrdy 

Perhaps it is this streak of increduli- 
ty — the suspicion that things are not 
always what they seem — that led Ros- 
low into the twin fields of psychology 
and research. It might also explain 
why, with a capable staff of expert 
analysts, he himself is frequently found 
checking and rechecking their figures 
witli his own slide-rule. 

In his time, Hoslow has probahly 
rung more doorbells than any other 
figure in broadcasting. He worked his 
wav tbrou«:h New York I niversilv 
(winding up with a Ph.D. in psychol- 
osv) a^ a door-to-door researcher for 
Psychological Corp. On one such as- 
Mgnment, in 1031, he proposed to the 
inter\iewer working the other side of 
the street, a pretty brunette from the 
Bronx, and also an \YU student. They 
were married the following year. 

With hii^ wife. Irma, Hoslow started 
The Pulse in October 10 U, after about 
a year of pre-tcsting the personal in- 
ten iew technic} ue. A small office at 
1671 Broadway, skimpily furnished 
with rented furniture was the head- 
quarter- ; the accoutrements didn't 
matter much: Hoslow and his wife 
spent most of their working da)s out 
on the streets ringing doorbells along 
with 20 interviewers. Since then. The 
Pulse outgrew two other offices fseven 
years at IS West 16lb. five years at 
l ulton and Broadwav ) . The staff of 
interviewers grew to the present 
strength of al)out 3.000 in -ome 200 
markets, doing studies also in Europe. 
Canada. Mexico. Puerto Hico, and 11a- 



w^aii. Chicago and Los Angeles offices 
have been added, as well as a 12-man 
London office. In the New York head- 
quarters, Mrs. Roslow still has her own 
office, serves as a troubleshooter ready 
to leap in when things get hectic. 

The very^ first clients of The Pulse 
were four New York radio stations, 
WNEW, WOV, WEAF, and WABC. 
Later in 1011, Roslow got his first ad- 
vertising agency subscriber, N. W. 
Ayer, which is still one of the 128 
agencies that now use The Pulse. The 
following year he acquired his first 
advertiser client — Bulova Watch Co. 
The present list of Pulse clients in the 
advertiser, producer, and management 
bracket numbers 33. 

The list of stations that are Pulse 
clients has swelled to an average of 
about five radio outlets per market in 
about 200 markets, or about 1,000, 
plus some 250 tv stations. It is the 
broadcast surveys from which Pulse 
now derives most of its income — about 
two-thirds. The remaining third comes 
from market, product, consumer, and 
print-research. About its largest single 
survey was a special one for a tv net- 
work which needed to study a market 
before filing an application. The cost: 
f=i23,000. 

During the earlier World War II 
vears, when Pulse was still a single- 
market survey in New York (the sec- 
ond market, Philadelphia, wasn't added 
until lOil: Boston. Chicago, and Cin- 
cinnati were included in 1046), The 
Pulse acquired a rather strange sub- 
scriber — British Broadcasting Co. It 
(Please turn to paf^e 67) 
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his coming season the Washington 
State Apple Commission will, for the 
first lime, allocate a major part of its 
consumer advertising budget to spot 
television. 

This decision is no whim but is, 
rather, based on firm test results last 
season. Then, as always before, the 
Commission began its campaign w^ith 
primary reliance on newspapers and 
consumer magazines. As the season 
wore on, and various test results be- 
came known, spot tv kept grownng. 
This year tv will lead all the way. 

The significance of the new strategy 
is simply that the Commission has 
learned through experience that it can 
generate more excitement for its high- 
ly seasonal product through spot tv. 
The Commission has a peculiar mar- 
keting problem. Its perishable com- 
modity, apples, must annually make a 
cross-country- "market march." Speed, 
flexibility and dramatic impact are all 
important; spot tv, the Commission 
has learned, provides these as a matter 
of course. 

The new campaign strategy marks 
an almost complete turnabout in think- 
ing: traditionally newspapers were the 
primary medium, with consumer maga- 
zines second. This coming year, spot 
tv has an allocation of 53%, with sup- 
plemental radio claiming another 3%. 
National consumer magazines are 
tabbed for 25 , while newspapers will 
pick up only about 5*^^. The balance 
goes for production, trade publications 
and special supplemental media. 

While the budgetary- breakdown is 
already established, the exact figure is 
unknown because it is tied-in, via a 
levy-per-box, to production. Best esti- 
mates are that it will approximate last 
year's figure which approached Si mil- 
lion. Of this amount, well over half is 
devoted to media advertising, while 
S200,000 goes for point-of-sale and 
other merchandising aids. 

The Commission looks to its con- 
sumer advertising for two jobs; 

• Build consumer demand — for 
apples generally. X^'^ashington State ap- 
ples in particular, and 

• Support for its extensive in-store 
"package promotion" merchandising 
plan. 

The over-all marketing problem 
faced bv the Commission, while com- 
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ds' shows proves No. 1 apple seller 



^ Washington State Apple Commission turns to spot 
television for its cross-country 'market-by-market march'' 

^ Budgeted last year as a 'supplement,' air media 
bested all others in promoting a perishable commodity 



mon to other producers of perishable 
commodities, is more than a little un- 
usual. It corresponds roughly to 
launching a product into national dis- 
tribution, but doing it every year. 

Washington State apples are the 
only apples marketed and advertised 
nationally, yet distribution never 
blankets the whole country at any one 
time. At the start of the season, in 
early fall, distribution and advertising 
are concentrated in the West and 
South. As the season progresses, the 
boxcars and the campaign move into 
the southeast coast, then the upper 
Mid-Central area, finally reaching the 
Northeast after the first of the year. 

This year's budget reflects a "change 
of pace," says W. H. Sandiford, the 
Commission's account executive at 
Cole & Weber, Seattle. "The majority 
of our advertising has been concen- 
trated in newspapers for a good many 
years, but we believe the account can 
benefit from this change of emphasis," 
he adds. 

The pattern this year, will be similar 
to that tested and developed last sea- 
son. Spot tv will be used on some 70 



stations, in about that number of mar- 
kets, at a concentration of two or more 
spots a week on specific kid shows. 

"Because apples are a commodity 
that appeals particularly to children," 
Sandiford says, "we believe the par- 
ticipation-for-children shows, in late 
afternoon-early evening times, offer the 
best opportunity to talk to an inter- 
ested audience of both youngsters and 
adults." 

To add dramatic interest, the spots 
feature Lew Burdette, noted Milwau- 
kee Braves pitcher. He displays some 
baseball technique, then talks to "Lit- 
tle Leaguers" about the "big league 
energy" in W^ashington State apples. 

In-store merchandising and promo- 
tions come in for special attention 
from the Commission in its total mar- 
keting plan. This year's new advertis- 
ing strategy is shown in the coming 
"package promotion" plans which 
carry the theme "TV time is APPLE 
TIME." In the past the theme has 
been selected independently from such 
appeals as timeliness, variety or price. 
This year the theme emerges from the 
advertising itself. 



A national advertiser for the past 20 
years, last year was the first time the 
Washington State Apple Commission 
had ever drastically revised its media 
strategy. 1957's campaign began in 
the customary fashion with a small 
(Sl5,000) radio budget in the extreme 
western and southern markets. 

As distribution spread, and ship- 
ment schedules were established, the 
need for quick-acting "overnight" spot 
scheduling disappeared and newspa- 
pers moved to the fore. But the Com- 
mission found tv was producing out of 
proportion, so strengthened it to 
where it about equalled newspaper ex- 
penditures by January-February. With 
the March-May period it became the 
dominant medium. Result: from a pre- 
season "supplemental allocation" it 
finally garnered 40% of the total 
budget, compared to newspapers' 44%. 

"We saw the results of the media 
change in the statistics," notes Sandi- 
ford. "Though the 1957 crop was one 
of the largest in history, with almost 
35,000 cars, we had moved 12,000 cars 
by January 1, 3,000 more than the 
year before. Each month surpassed 
previous figures with the result that 
the record crop was moved to market 
in good order by the end of our selling 
season in June." 

The Commission's advertising and 
promotion budget is tied directly with 
the size of the crop. There is a levy 
of 5^^ on each 40 pound box. A rail- 
road car holds 800 boxes. ^ 



This year the Commission will secure extra point-of-sale impact by Viewing banner are, 1 to r, Don Stewart, field service rep; Ann 
I tying-in jumbo displays such as this with local spot tv advertising Albertson, Apple Blossom Queen; W. H. Sandiford, Cole & Weber a.e. 



Avalanche of new products change 



^ Agencies and advertisers are revising old theories of 
bndgeting and media bnying for new ^^speed np" era 

^ IVo more "established" brands, say admen, as new- 
comers claim 30-90% sales volnme in some indnstries 



N e\v products, cascading into the 
market in an uiibelievaltlo torrent, are 
profoundly changing the face of Ameri- 
can ad\ ertising. and up>etting many 
old cherished principles, theories, tac- 
tics and strategies of advertising pro- 
cedure. 

That's the one inescapahle conclu- 
sion to be drawn from a ju^t-completod 
SPONSOR ^ludy on "\e\v products and 
what the) mean." 

\^ ith newcomers grabhing off from 
30' J to 90*^^ of sales volume in such 
key industries as foods, drugs, soaps, 
cigarettes, cosmetics i ?ee box), and 
thousands of even newer products being 
readied in research laboratories the im- 
pact on traditional advertising concepts 
is truly staggering. 

Among man) old-fashioned theories 
being challenged, and in many cases 
discarded are: 

• The long steady pull techniques 



of the "keeping everlasting at it brings 
success" school of admen. Xowadays, 
emphasis has shifted to short-term 
highdiorsepowered campaigns for prod- 
ucts that are "here today and may be 
gone tomorrow." 

• The established brand concepts 
of 15-20 years ago when manufactur- 
ers could comfortably figure that at 
least some of their products were firm- 
1) and solidly entrenched with a loyal 
public. "Hell, there are no established 
brands any more," an agency v.p. told 
SPONSOR last week. "There are popular 
brands. But any one of them could be 
sliov ed out of the picture next year by 
some new improved upstart." 

• Investment spending tactics, by' 
which adv ertisers poured back all 
profits on a new product into addition- 
al advertising over a period of several 
years, are being carefully reconsidered. 
At one time P&G allowed as much as a 



three-year *'payout ' on a new product, 
before expecting profits. Nowadays, 
say many marketing strategists, "pay- 
outs must be shorter or the competi- 
tion will kill ) ou." 

• Media franchises no longer are 
l;eld in the same high regard they once 
were. \ot so many years ago adver- 
tisers and agencies believed ( with con- 
siderable encouragement from space 
and time salesmen) that by advertis- 
ing consistently in the Saturday Eve- 
ning Post or network radio that they 
built up a solid, and important "fran- 
chise" in the medium. At present, due 
to new product speedup, there's rela- 
tively little of this long-term franchise 
thinking, hut greatly expanded empha- 
sis on short-term opportunities and re- 
sults, with radio and tv spot getting a 
bigger play for speed and flexibility. 

Behind these, and other equally revo- 
lutionary changes in advertising phi- 
losophy, lie some almost unbelievable 
new product facts. 

According to Paul S. Willis, presi- 
dent of the Grocery Manufacturers of 
America, products which did not exist 
10 years ago now account for more 
than a third of all food sales. And, 
predicts Willis, 10 years from now. 



THE SPEED-UP: THREE CASE HISTORIES 




I*all Mali, fir>t cigarette to go 
modern, redesigned 1939, then 
j^tepped to 7th place in jour years. 
PreviousI). the brand sold under 
vari(^u^ formula.- for mf)re than 10 
years. Now in second place and 
>ales holding up better than any 
other non-filter king or regular 



Marlboro, 30 years a ladies' filter. 
l)ond)shelled in 1935 with the new 
scales approach to men — climbed to 
7th place in two years. Now in 
both box and soft pack, brand's 
comprehensiv e ad v ertising, mar- 
keting campaign regarded as one 
of the most outstanding in years 



Kenl, which introduced Micronite 
filter in 1956 enjoyed favorable 
nicotine-tar reports by two inde- 
pendent magazine studies, zoomed 
in two years to probably 7th, possi- 
bly higher, presently includes a 
claim to 1st place in N.Y. market. 
Kent didnt exist six years ago! 
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50% of all food sales will be in prod- 
ucts not yet on the market today. 

Grocery manufacturers are spending 
upwards of $100 million annually on 
product research, and all trade sources 
expect the tempo of new product in- 
troduction to increase sharply in the 
next few years. 

The drug field is also boiling with 
new product research, and the devel- 
opment process is picking up speed. 
Recently, the research director of a 
large drug firm told his staff when the 
lab problems of a new drug were 
solved, "Congratulations. Now get back 
to work and find me the drug that will 
put this one out of business." 

Many new proprietary (name brand) 
drugs are coming from the startling 
breakthroughs being made in medical 
science, and in the ethical drug field. 
Super Anahist, for example, was based 
on an ethical drug introduced in 1947. 
Two years later, Warner-Lambert 
adapted the anti-histamine for over- 
the-counter sale, and applied it to new 
spray packaging, conventional lozenges 
and other forms. 

Drug men forecast mass markets for 
other new products based on ethical 
drugs in the near future, even though 
such established leaders as Bayer As- 
pirin, Listerine, Alka-Seltzer are hold- 
ing up well. 

In the soap field, where P&G reports 
two-thirds of its business in products 
not in existence 12 years ago, the hig 
story, of course, is the continued rise 
of detergents. First introduced in 
1947, the swing now is toward the 
liquid form. Eventually, says the 
spokesman for a major company, liq- 
uid detergents will replace all conven- 
tional soap. 

Meanwhile though, the bar soap 
business is lathering with new prod- 
ucts and packaging changes, and with 
the introduction of color to such old 
favorites as Lux and Dial. 

In toiletries the speed-up in new 
product developments is perhaps fast- 
est, and most furious of all. The in- 
dustry has been swept by a wave of 
new items based on research develop- 
ments — lanolin, chlorophyl, ammoni- 
ates, fluorides, vitamins, etc., and it is 
believed by leaders in the field, that 
the flow of fads, inventions, new addi- 



MAJOR INDUSTRY BOX SCORES 




Food: more than 33% of 
today's volume in new prod- 
ucts. Frozen, instant, pre- 
cooked, other convenience 
products making big growth 




Drugs: 70% of ethical prod- 
ucts now prescribed were un- 
known 10 years ago; these 
new discoveries may dras- 
tically alter proprietary sales 




Soap: at least 65% current 
business in detergents, liq- 
uids and other products that 
didn't exist a decade ago. 
Also, old brands are revising 




r 
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Toiletries : innovations in 
formulas, additives and dis- 
pensers plus entirely new 
products account for as much 
as 80-90% of current sales 



1 



tives, and new packaging will build in 
volume. 

Significant fact about toiletries: 
products in this category have a short- 
er average life than almost any other 
type — ranging from a few years for 
toothpastes to a few months for some 
cosmetics. 

In the cigarette industry^ products 
and brands are changing positions fast- 
er than ever before in history (see 



box) and the pressure for new filters, 
and packages has tobacco men con- 
stantly revising ad plans and schedules. 

Add all these industry facts togeth- 
er and it's easy to see why old leisure- 
ly advertising concepts won't fit the 
modern picture. The new product ava- 
lanche is so overwhelming and so stag- 
gering that practically every old adver- 
tising textbook must be rewritten to 
deal with it properly. ^ 
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Products featured in the Kroger-WERE promotion. 

Kroger pushed seven pri- 
vate labels, 11 national 
brands in its promotion 



KROGER 

^PRIVATE LABEL'' 

Tomato juice 

Pineapple-grapefruit drink 

Pork & beans 

Glazed donuts 

Wiener rolls 

Sandwich buns 

Sliced white bread 

Footballs 



NATIONAL BRANDS 

Banquet fried chicken 
Swift Premium bologna 
Carling Black Label beer 
Pepsi-Cola 

Hellmann's mayonnaise 
Chef Boy-Ar-Dee 
Sealtest ice cream 
Silver Dust soap powder 
Milani's 1890 Dressing 
Hills Brothers coffee 
Durkee margarine 



Pointing out personality tie-in in Kroger ad is Ed Paul, WERE sales 
mgr. Kroger execs Ghet Lowe, grocery merchandiser, Tom Kinsella, 
asst. ad mgr. and Lawrence Flynn, ad and sales prom, dir., look on 



Kroger tests new spot radio pattern 



^ This third largest grocery chain used a week-long 
saturation spot radio promotion for 35 Cleveland stores 

^ Plugging seven private, 10 national hrands, the pro- 
motion tied in the station personalities with the products 



^Lvcry food advertiser, and his agen- 
cy, will be interested in the pattern of 
a recent saturation spot radio promo- 
tion in Cleveland by the Kroger chain. 

Tbe significance of the promotion 
lies in its bearing on the current battle 
between chain "private labels" and na- 
tional brands (see s^'O^SOR, .'^0 August, 
page 39). 

On behalf of its stores in the 
greater Cleveland area, Kroger (third 
largest chain w ith a 1957 gross of 
si. 6 billion and lU)i) ^tore**) pushed 
seven "private label" products, as well 
as a regional brand, a national brand 
and a non-food item via a Meek s pro- 
motion on a (Cleveland independent ra- 
<lio station W'KKK. 

\s part of the same plan, 10 national 
brand item? were plugged through in- 
store merchandising. The promotion 
w as called "Kroger WERK Value 
l)a\^/' and ran from 25 \ugust to La- 
bor l)a\ weekend. It vxas preceded b) 
a leaser campaign on Wednesday, 
through Friday of the week before. 
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The promotion had several inter- 
esting facets. First, it comprised a 
new media strategy for Kroger, using 
as it did a week-long spot saturation 
complete with a three-day preceding 
teaser. Second, it was devoted prin- 
cipally on the air to "private labels." 

A third, and somewhat unique, facet 
was the identification of product with 
personality, whereby each station per- 
sonality was given one Kroger deal to 
push. Fourth, radio was used to spear- 
head the complete promotion package. 

There's little doubt of the campaign's 
success. Grocery chains are tradition- 
ally uneonnnunicative about business, 
and Kroger in this case is no exception. 
But Lawrence Flynn, ad manager for 
Kroger's Cleveland division, admits 
this: "I think the idea has tremendous 
potential. It gives both Kroger and 
W'KRF something through nmtual ef- 
fort that neither of us could buy. It 
was the most extensive campaign we've 
e\er condu<-ted. W e certainlv look for- 
ward to incorporating this iypG of 



promotion in some future campaign." 

Kroger has been advertising on 
WERE for four years. "During that 
time,'' reports station sales manager 
Ed Paul, "we have seen the trend in 
advertising of national brand foods 
develop a new concentration on the 
local level." \ 

Using that knowledge as a corner- I 
stone the chain called in the station to | 
explore ways to capitalize on this 
trend. Recalls Tom Kinsella, assistant 
advertising manager for the chain's 
Cleveland division : "We were striv- 
ing for the maximum 'retail sales ef- 
fect' aimed directly at shoppers." The 
promotion, as devised, used the strong 
merchandising idea of in-store promo- 
tion and added a completely new ele- 
ment. 1 

"We decided," Ed Paul says, "that i 
the way to hypo the sale of specific 
items was to mechandise the air per- 
sonality directly with the product in 
three ways; on the air, in the store and 
in other media." 

The resulting promotion used WERE 
personalities in a heavy spot schedule 
on the stati(m, in the in-store mer- 
chandising pieces and, for the kick- 
ofT, a product-personality tie-in in a j 
"double truck" in the Cleveland Press. I 

The promotion had two separate | 
phases: on-the-air connnerciats and 
in-store displays, so that consistent I 
cross-plugging occurred. ' 




SPONSOR • 20 SKPTEMBER 195H 



TV REVENUES IN MULTI-STATION MARKETS 



In the first phase, on-the-air, com- 
mercials were devoted, with one ex- 
ception, to Kroger "private label" 
products. Quite apart from the pro- 
motion plan, but running in tandem 
with it, the station tied in its regular 
scheduled sponsors whose products 
were featured in Kroger with the pro- 
motion, though no personality was tied 
in directly. 

In the other phase of the promotion, 
the in-store displays, Kroger spot- 
lighted — with banners, pushcart dis- 
plays, end displays and shelf talkers — 
the products it wanted to feature. 
Among these were, of course, the "pri- 
vate label" items being plugged on 
WERE, but in addition there were sev- 
eral national brands. 

Featured on-the-air were Kroger 
"private label" products, each tied in 
directly with a station personality, 
with each man assigned to plug a par- 
ticular product. There were 10 spots 
each in the Wednesday-Friday teaser 
preceding the campaign. During the 
following week, 12-13 spots a day were 
used. 

The station's morning man, Ernie 
Simon, sold the chain's private label 
tomato juice and pineapple-grapefruit 
drink. Tom Edwards, with a 10:30 
a.m. to 2 p.m. show aimed at house- 
wives, had pork- and -beans. Bill Ran- 
dle, with an afternoon show, plugged 
glazed donuts, followed in the evening 
by Phil McLean, who pushed frank- 
furter rolls, sandwich buns and sliced 
white bread. From midnight to 5:30 
a.m., Carl Reese sold Banquet Fried 
Chicken, a regional item. On Satur- 
day Bob Ancell promoted the sale of 
footballs, a non-food item Kroger is 
handling. Jimmy Dudley, who does 
play-hy-play for the Cleveland Indians 
on the station, pushed Swift's Premium 
Bologna during the games. The latter 
was a natural tie-in since Swift has a 
regular contract for Dudley's pre-game 
baseball show. 

If "localizing" food advertising is 
advantageous, the principals reasoned, 
what would "personalizing" add? To 
find out, the campaign went a step 
further: each WERE air personality 
had copy prepared specially to pin- 
point his particular food-sale item, as 
well as take advantage his particular 
style of presentation and delivery, and 
his show's "atmosphere." This "man- 
to-product" assignment had an addi- 
tional virtue, it is believed, through 
adding a competitive air to each man's 
{Phase turn to page 68) 



Here are income figures (1957) as released by FCC 
for all U.S. markets having three or more tv stations 
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TOTAL 70 MARKETS 238 231 $429,911,451 

MARKETS LESS THAN 3 STATIONS 

TOTAL 207 MARKETS „ 268 248 $145,057,606 

TOTAL 277 MARKETS 506 479 $574,969,057 

'Total revpnues cwisist of total time sales less commissions plus talent antl proprani sales, for netwoik. 
spot, and local. ffNot all stations in this market operated a full year during 19r>7. *Data withheld because 
tliird stat-ion In this market in operation for short period during 1957. **I>ata not published for grt»ups of 
less than 3 stations. 
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The BBDO marketing setup grows 



^ Afroiiry divides drparlUHMil into "hrand'' and ''staff" 
•rroiips for distrihutioi] studios and campaign planning 

^ Marketing findings aid in media selections, copy 
approaches, and in promotions to trade 



The marketing department of the 
modern agency has been growing 
more arms for chent ser\ ice than an 
octopus has tentacles. BBDO, whose 
marketing (»peration was begun under 
Ben Duflv nearlv 30 rears a"o. is a 
typical case in point. 

A hK>k at the charts on these pages 
will give an idea of its scope, \bout 
the only question left to be answered 
is: How does such an agency dove- 
tail marketing with advertising? 

\t BBDO. the> are dovetailed 
through a dozen sales development 
and sales stimulation techniques — be- 
fore and after the ad campaign gets 
under way. Here is how BBDO ties 
marketing in with the ad campaign. 



Before the campaign begins — 

( 1 ) Analysis of market potential: 
W hat share of market does client now 
have? Htjw can it be increased? How 
much money will it take to do it? 

(2) Distribution studies: Source? 
include s\ ndicated services, clients, 
otlier research. Areas of opportunity 
arc defined. 

(3) Sales projections: From the dis- 
tribution studies, reasonably accurate 
future trends can be predicted. 

(1) Potentials in special markets: 
The possibilities in such markets as 
farm, \egro, college, etc. are studied. 

(5) Package analysis: With more 
and more similar products crowding 
store shelves, this area comes in for 



heavy study. Agency may simply ad- 
vise or it may even design the package. 

(6) Field tests and checks: BBDO 
has offices in 15 cities, can get a quick 
picture of what is happening to client 
and competitor in the field. 
After campaign is underway — 

( 1 ) Consumer promotion : Works 
on ways to stimulate sales via trade 
channels or tie-ins, helps plan promo- 
tions. 

f 2 ) Trade promotion : Develops 
plans for intelligent use of co-op funds 
or anything else that is pertinent at 
distributor and dealer levels. 

(3) Trade cooperation: Assists in 
securing trade paper publicity for 
client. 

( 1) Point-of -pur chase activity: Self- 
service selling of today makes help in 
this area from agency marketing de- 
partment welcome. 

( 5 ) Media merchandising : This 
"extra" includes direct mail, personal 
trade calls, other media services. 

(6) Sales training and communica- 
tion: Agency marketing men wull often 
advise on strengthening links between 
client, its management and its field 
force. ^ 
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HOW BBDO REVIEWS CLIENT MARKETING 



Here is BBDO^s "suggested outline" for reviewing the marketing of cli- 
ent products. It serves as a pattern for the agency's client presentations 



1. Statement- of facts 

A. Sales history 

Should be defined year by year for a sufficient 
number of years to be significant in terms of 
dollars, units and share of market. 

B. Price history by years 

This should include deals, other promotions. 

C. Product history 

This covers quahty problems that may have 
been encountered; product improvements; any 
swings in consumer preference between client's 
product and competitive products; the pack- 
age, and changes that have been made. 

D. Competition 

Principal competitive brands, nationally and 
locally; competitors' business in terms of vol- 
ume and trends; advantages of the competitors 
vs. the client. 

E. Tlie market 

Is it growing, declining or static? Who uses 
the product? Who makes buying decisions 
among retailers and wholesalers? What 
changes are taking place in consumer income, 
population, distribution patterns? 

F. Consumer attitudes 

What do consumers hke or dislike about 
client's and competitors' products and why? 

G. Distribution 

The distribution picture at all levels ; the 
strong and weak markets and the reasons. 

H. Advertising expenditures 

A history by years; cost per unit; % of sales. 

I. Selling expenditures 

A history by years; cost per unit, % of sales. 

J. Promotion expenditures 

A history by years; cost per unit, % of sales. 

K. History of advertising 

Media strategy; copy philosophy and themes; 
can ad effectiveness be pinned down? 

L. Summary of product facts 

2. Problems and opportunities 

The identification of problems and opportunities 
comes from an analysis of the facts as outlined, in 
the section above. 



3. Objectives 

This involves enumerating all the objectives toward 
which future planning shouhl be directed. 

4* Outline of future planning 

A- Advertising plan 

Copy: basic copy policy; examples of the 
basic copy idea; copy themes directed to 
special groups or areas; possible copy tests. 
Media: specific media recommended; the cost, 
amount and schedule of advertising in each 
medium; possible media tests. 
Trade advertising: basic copy policy; ex- 
amples of the basic copy idea; copy themes 
directed to special groups or areas; possible 
copy testing ; specific media recommended ; 
cost, amount and schedule of advertising in 
each medium; possible media tests. 

B. Promotion 

This covers specific dealer promotions; speci- 
fic consumer promotions; timing of promo- 
tions; possible promotion tests. 

C. Selling activity 

This includes the amount and type of sales 
work. 

D. Special acti\ities 

These are to meet problems or exploit oppor- 
tunities in media, promotion and/or sales. 

E. Possible product changes 

F. Possible package changes 

G. Possible pricing changes 

H. Possible research projects 

I. Establish overall timetable 

J. Summary of expenditures 

In total dollars related to projected production 
and as ^^c of net sales; broken down by media, 
promotion, testing, by sales areas, etc. 

5. Summary 

A. Significant facts 

B. Problems and opportunities 

C. Major objectives 

D. Recommended plan 



SHORT WAVE: 
the quick route 
to sales 

in Latin America 




Walter S. Leinnion, president of the World Wide Broadcasting Sys- 
tem. The potential for advertisers is tremendous south of the border 



^ In countries south of the honler, more than half of 
the 16 niilHon radio receivers have short wave bands 

^ American Express is one of many U. S. advertisers 
who use short wave to boost their sales in Latin America 



O 



n one of his frequent trips to Latin 
Anieriea recently. American Express 
Co. vice pre^ident James A. Henderson 
\\a> surprised at the itnpact on local 
l)Usi^es^Mlell of a ^hort wave hroad- 
cast in English from \ew York. The 
show, which reached more than 
1 OO.OOO \inericati and Latin Ameri- 
can husinessinen. offered stock market 
reports on ^ome 200 stocks and dis- 
( u^M^d bushiess and market trends. 

Henderstm was especially impressed 
hecause one of his responsihih'ties is 
to advertise \tnerican Express Trav- 
el(M> ( Cheques. In fact, AK has a 
more than SI million ad hudget (via 
Itcnton i!^ Bo\\l(>i to ^ell the>e Trav- 
elers Cheques. Latin \tnerican 
I>usin*» audience seemed perfect for a 
>hort-ua\c pitch from the I .S. on 
lra\elcrs (.hef|ues. 

W hen 1 lendorson return*^d to the 
I he firdcred a 13-\\eek schedule 
>>n thf -^how. cnlled imerhan Business 
HuUetins. o\cr WUl L. the interna- 
tionai r;idio station with studicts in 
\*^\\ ^ i»rk and .i "iO.OOO uatt transmit- 
t<'r ju>t out'-ide Ho>ton. The hu\ iii- 
\ol\('d two 10 second s]H»ts a da\ . five 
da\ s .1 week. 

In huN'iiig time on WHI L (the 
private cntcrprtM' radio station hroad- 
ca'-ting on a coimncrcial hasis to Latin 



America I American Express joined 
many other far-flung U.S. advertisers 
using short wave to reach the Latin 
American market. Eor example, Mer- 
rill Lytich, Pierce, Fenner & Smith 
have been using American Business 
Bulletins for about 10 years, with ex- 
cellent results. Another investment 
counselor, United Business Service of 
Boston, also sponsors the show. 

Other W'RUL advertisers include 
Philco International Co.: Firestone In- 
ternational, which sponsors broadcasts 
of the Indianapolis 500 Race to Latin 
Ameri<-a; Texaco and Mennen, co- 
sponsors of the \V(»rld Series baseball 
broadcasts to Latin America; General 
Dvnamics. United Fruit. Fan Ameri- 
can \\ (irld Airways, and Minnesota 
Mining & Manufacturing, all spon- 
soring institutional j^rogrants over 
WRUL. 

Some of the-^e shows are in English 
and are broadcast directly by WRUL: 
others broadcast in Spanish and Por- 
tuguese are <'hanneled into the Inter- 
Vnierican Network, a chain of 82 sta- 
tiotis in all Central and South Ameri- 
can countries. Philco International, for 
rxotnplc. uses W RI L for both English 
broadcasts and also the Inter- Ameri- 
can Network. Short wave in Latin 
Vttirrica. unlike the U.S.. is more the 



rule than the exception — for over eight 
million of the 16 million existing sets 
are equipped for short wave. 

After only a month, reaction to 
Travelers Cheques' short-wave radio 
spots has been gratifying. Here, for 
example, are some typical letters re- 
ceived by American Express: 

• From Santiago, Cuba, a busi- 
ness man wrote, "When we go north 
for our vacation, we usually use an- 
other type of checks. From now on, 
nothing but American Express." 

• From Montevideo, Uruguay, an- 
other businessman assured AE that 
"As of now, 1 will assure you all I 
will buy is Travelers Cheques, start- 
ing with S2,000 worth I need for a trip 
today." 

• Vrom St. Thomas in the Virgin 
Islands came this letter, with a prom- 
ise oi even more fut ure business; 
"Three hundred fifty of us at the oil 
camp listen to your broadcast regu- 
larly, and all of us will certainly use 
Atnerican Express Travelers Cheques 
in the future. And we're waiting for 
the day when AE credit cards are 
available so we can use them also." 

Walter S. Lemmon, president of 
Wo rid \\ ide Broadcasting System 
( which operates station WRUL) be- 
lieves that this kind of rea<*tion proves 
the impact of international radio ad- 
vertising. "And," adds Lemnton, "with 
the increasingly closer ties between the 
Americas and with the eventual sta- 
bilizing <»f Latin Atnerica's economy, 
the countries south of the border will 
be worthwhile inarkets for interna- 
tional advertisers." ^ 
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RADIO BASICS/SEPT. 



Facts & figures about radio today 



1. CURRENT RADIO DIMENSIONS 



Radio station index 



End of Augusr 1958 

stations CPs not New station New station* 

on air on air requests bids in hearing 



Am I 3281 1 95 I 421 I 109 

Fm I 558 I 86 I 43 I 30 

End of August 1957 

Am I 3068 I 148 I 340 I 109 

Fm I 520 I 30 I 37 I 5 

Source: FCC monthly reports. eomm«rcltt at«tloiu. *D»cMnber •tch jttr. 



Radio set sales index 



7 Months 7 Months 

Type July 1958 jyiy 1957 1^58 1957 

Home 488,49 5 597,848 3,452,83 3 4,236,453 

Auto 1 86,37 9 256,279 1 ,6 50,8 98 3,090,955 

Total 67 4,87 4 854,127 5,103,731 7,327,408 

Source: Electronic industries Assn. (formerljr RETIVIA). Home fleares are retail 
sales, auto figures are racu}ry production. 



2. NETWORK RADIO ADVERTISERS 



TYPICAL MAJOR NETWORK RADIO CAMPAIGNS 



Audiences reached 

Sponsor 


No. different homes 
reached (OOO) 


Commercial minutes j^^^ 

Sponsor 


I comm'I minutes 
delVd. (000) 


BRISTOL-MYERS 


13,143 


FORD DIVISION— FORD MOTORS 


119,139 


BROWN iS: WILLIAMSON TOBACCO 


12769 


BRISTOL-MYERS 


87,923 


FORD DIVISION— FORD MOTORS 


12J69 


LEWIS HOWE CO. 


69,023 


MIDAS, INC. 


I27I6 


MIDAS, INC. 


68,760 


LEWIS HOWE CO. 


12395 


WRIGLEY 


68,538 


LORILLARD 


1 1 ,220 


BROWN iS: WILLIAMSON TOBACCO 


66,409 


CHEVROLET— GENERAL MOTORS 


10,792 


PLOUGH, INC. 


42,086 


PLOUGH, INC. 


10,792 


CHEVROLET — GENERAL MOTORS 


41,664 


EX-LAX, INC. 


10,098 


EX-LAX, INC. 


38,945 


ARMOUR iS: COMPANY 


9,724 


UNITED MOTORS— GENERAL MOTORS 


36,987 


Source: Nielsen Radio Index. 


covering four weeks ending 12 


July. Uata shoiui are for cainpaiens on Individual networks. 





Radio homes index 



1958 1957 



48.9 
radio 
homes 





48.1 
radio 
homes 



50.8 50.0 

U.S. homes U.S. homes 

Source: A. C. Nielsen estimate. 1 July each 
year, homes flares In millions. 



Radio set index 



Set 

location 



Home 

Auto 

Public 
places 

Total 



1958 



1957 



95,400,000 90,000,000 

37,200,000 35,000,000 

10,000,000* 10,000,000 

142,600,000 135^)00,000 



Source: RAB. 1 July 1958. 1 July 1957, 
sets in working order, *No new Infonnatloti. 
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With more and more film being used, SPONSOR ASKS 



Has local television become a fil 



^^ ^\ ii4liriit<'<l and i'oatnro filiii 
soar hi most iiKirkotH. throe 
.station nion <lisfiiHS the ofTocls of 
film program <»n Iv iiuhislry 

Howard L Wheeler, ^^n. sales w^r., 

KHJ Tl', Los Angeles 




A o station 
can afford 
to be just 
an "outlef^ 



I his is a loaded question. 
The answer, ohvioush, is that uhik' 
feature and s) ndicated film form an 
extremely vital area of local program- 
ing, local television is hy no stretch of 
the imagination a film medium. Li\(' 
programing is. aiul always will he, an 
essential ingredient of local program- 
ing fare. 

Th(* reason is that a television sta- 
tion needs live programing to estahlisli 
an identity in its market. If a station 
programs all film for network) it just 
dispt^nses programs without relation to 
the markets or its ])eople. Such a sta- 
tion is men*ly an outlet. A successful 
station must serve its \iewers w ith lo- 
calize<l appeal and public service, or it 
will not he ahle to huild a unique 
image in its market. It would become 
just another channel number. 

This season KlIJ-TV inaugurated 
li\e pr(tgraniing that has stirred trade 
talk across the country. The ])rogram 
which has rcf(-i\ed most ^yi the pub- 
licity is. of cours( . The Oscar Levant 
Sliou which a It railed newspaj)er ( om- 
irieiit from coast to coast. WitU. un- 
restrained and uttcrh unpredictable, 
()s( ar has taken L()s \ngt lt*s b\ stoim. 

KIIJ-T\' has jui^t signed l)i>n Sher- 
wood, described in a Time magazint^ 
artif-le as a "mad. ntess, high-pressure 
^an Francisco disk jocke\ (who is i 
the highest-paid record spinner on the 
West (i(tast and the ele( tronic darling 
<»f the 15a\ ar(*n.*' 



"Sherwood's range of 14 characters 
includes Bart Hercules, 'a music mon- 
ster with a Liberace voice, who teaches 
weight control to women and peddles 
yogurt from goats that care enough to 
gi\e the ver\ best,' and Fidel True- 
heart. M.D.. a gowned physician who 
lectures on 'The Human Body ; Its 
Care and Pre\ention.' 

Former heavyweight champion Max 
Baer also does a show for KHJ-TV, 
each weekday night from 11 p.m. to 
12 a.m. Max, almost everybody knows, 
has been touring the nightclub circuit 
with Slapsie Maxie Kosenbloom, but it 
took his own television show to bring 
his talents to a fine focus. 

Even the news reflects KHJ-TV's 
"personality." John Willis twice a day 
presents what is undoubtedly the most 
comprehensive local news coverage on 
Los Angeles television. His ability to 
find the humorous approach to appar- 
ently ordinary stories makes him a 
television personality w ith a genuine 
sense of showmanship. 

William D. Pabst, sen. mgr., KTVIK 
San Francisco — Oakland 




Good local 
sJiows can 
counterpoint 
net programing: 



Being the newest tele\ision station in 
the San Francisco area and its only 
independent, we are daily asked the 
question: "has local television become 
a film medrum?"' 

In the past, this has been all too 
true. But local television need not stay 
a film m<'drum. 

Old arguments upon the part of net- 
work affiliated stations are repeated all 
too often and taken for whole-truths 
rather than half-truths. 

Do these sound familiar? "The local 
t\ audience wants star-name appeal!" 
**l*ilm is the only wa\ possible for an 



advertiser to maintain a low^ cost-per- 
1,000." "Film is dependable, doesn't 
arrive drunk, and eliminates high over- 
head production costs." 

These so-called arguments in favor 
of film programing are outlawed at 
kTVU as they are at many of the na- 
tion's energetic independents. 

Being independent, we can pick and 
choose our programing. If a live show 
is worthy enough, we'll put it in the 
competitive evening hours against net- 
work shows and let it stand on its own 
merits. We've yet to be disappointed 
. , . and so have our advertisers. 

Our formula has been . . if we 
can do a good show, then we'll do it, 
if we can't, then it stays off the air." 

We've been on the air just six 
months; in that length of time we've 
been highly selective in our local 
shows. One, of which we're extremely 
proud is Doctors" News Conference^ a 
weekly donn) brook between science 
w riters and authoritative physicians on 
all kinds of personal health problems. 

Collegiate sports — football, basket- 
ball, spring events — have all been tied 
up for television by Channel 2 — KTVU. 
We need three sportscasters to cover 
all our weekly local sportscasts; so we 
hired the best three we could find 
from a national talent search. 

Children's programing? We've got 
a television academy award winning 
personality in Dr. Tom Groody and 
his thrice-weekly Science Capsules se- 
ries; we've got educational, entertain- 
ing, programing in our local It^s Chris 
and Captain Satellite shows, making 
up a weekly total of more than four 
ht)urs of local, live programing for 
youngsters. 

Energetic, independent television 
(that's what we like to call KTVU) is 
a station that has spent nearly $2-mil- 
lion on good half-hour and feature 
length packages. We're the first to 
admit that film has its place in tele- 
vision; but we're also the station to 
defend our top-flight local performers, 
personalities, sportscasters and news- 



men. 
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edium? 



John C. Cohan, president, co-ouner & 
gen. mgr.—KSBW-TV Salinas, Calif,— KSBY- 
TV San Luis Obispo, Calif. 




Local stations 
cant afford 
to become 
film mediums 



All television stations, regardless of 
size or market, must deliver an audi- 
ence commensurate with costs, to 
achieve results for the advertiser, 
whether local or network. 

Can local programing quality com- 
pete with network and syndicated film 
to accomplish this goal? That is the 
question. It takes creative ingenuity, 
versatile personnel and constant efTort 
to win this gamble. But it can be done. 
Local television has not become entire- 
ly a film medium. 

Uncle Gary, Clarence the Camera, 
Lucky the Lion, Elmer, and The Fox 
are characters unknown outside the 
coast and northern San Joaquin Valley 
of California. However, they are liv- 
ing, intimate, close friends of the thou- 
sands of moppets served by KSBW-TV 
and KSBY-TV. 

Our Hve news program, TV News 
Digest, is a rhapsody in musical chairs. 
Scheduled 6 -.30 to 7 p.m. nightly, 
Monday through Friday, it features 
six five-minute segments, back-to-back, 
and has become the major news source 
for this area. 

Another notable live program suc- 
cess is Junior Auction, the talk of the 
42 tow^ns served by our stations. It 
has sky-rocketed sales of the sponsor's 
product over 1,000% as the children 
accumulate the advertisers' labels in 
return for the right to bid on prizes. 

V live Spanish-language program on 
Sunday morning, plus plays by Hart- 
iiell College Players and other live tv 
show^s, follows our concept that local 
television must present more than film 
and network if it is to do an all-around 
job in this vital medium. 



I 
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It just takes one BIG one • • • 

Just as One Big Putt Can Make all the Difference 

in the world in golf . . . one big station can make a world of 
difference in your Mid-Gulf TV coverage, 

WKRG-TV dominates this 
BILLION-DOLLAR Mid- 
Gulf Area in all three 
rating services (Nielsen, 
ARB and Pulse) . Now, 
something new has 
been added . . . 

NEW, TALLER TOWER ADDS GREATER MID-GULF COVERAGE 

Even before, Nielsen gave WKRG-TV 46,000 extra families 

in the Mobile Market. Now, a new maximum-height tower 
sends WKRG-TV's better programming booming into tens of 
thousands of additional Mid-Gulf homes ... as the map 
below clearly shows. For full details of WKRG-TV's lead, 
call your Avery-Knodel man ... or C. P. Persons, Jr., 
V.P. and Gen'l. Mgr. of WKRG-TV. 





— • WKRG-TV's old 40 DBU area 

n Extra 40 DBU oreo added 
by WKRG-TVi new tower 

~ m Pott ond present 40 DBU oreo 
of Stotion "X ' 



WKRG-TV 



MOBILE, ALABAMA 
Reps. Avery-Knodel 
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BUT FOR EVERY TIMEBUYER 
THERE ARE TEN OTHER DECISION 
MAKERS BEHIND THE SCENES 

WHO READ mnm as well 



Rarely indeed does one man alone determine when and 
where to place radio or TV business. That's why 
it makes sense to reach every decision maker possible 
with your message because every voice that helps 
to finalize a sale should know your story. 

It's the chief reason your advertising will do so 

well in SPONSOR. SPONSOR reaches almost everybody 

who is anybody in air. All the timebuyers, of course, 

but more decision makers, too, at every level (in 

both the agency/advertiser category) than any 

other broadcast publication. 

Proof? 

Fair enough! 

SPONSOR is the only broadcast publication that 
offers a complete circulation breakdown BY"JOB 
CLASSIFICATIONS— listing the exact number of 
subscribers (with their names and titles) at every 
management level. We'll be happy to show it to you 
at your convenience and prove beyond doubt that 
SPONSOR reaches more teams that buy time than any other 
book in the field. 



! ^1 








sells the TEAM that buys the TIME 

I 
I 

I 



vJxisl like Paul 

and hi'^ knteru . . . 




people 
REACT 
to the 

voice and vision 
of NBC in 

South Bend - ElKhart 

call Retry today! 

WNDU-TV'— 

BERNIE BARTH & TOM HAMILTON 



In the leadership spotlight 




I 



Top-drawer advertisers 
are buying WGN 

You're in good company when 
you join smart time-buyers who 
select WGX to sell millions of 
dollars worth of goods for to|>- 
drawer clients. Exciting now 
programming in 1958 makes 
WGX's policy of higli quality 
at low cost even more attrac- 
tive to you. 

WGN-RADIO 

CHICAGOWLLINOIS 



National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

General Foods Corp., Post Division. Battle Creek, Mich., is plan- 
ning a campaign in major markets for its Alpha-Bits cereal. The 
schedules will start 1 October for six weeks. Minutes during day- 
time segments will be placed; frequency will depend upon the mar- 
ket. The buyer is Dave Allen; the agency is Benton & Bowles, Inc., 
New York. 

Standard Brands, Inc., New York, is entering top markets with a 
campaign for its Fleischmann's Yeast. The schedule begins 22 Sep- 
tember for 13 weeks. Minutes and chainbreaks during daytime slots 
are being used, with frequencies varying. The buyer is Harold 
Veltman; the agency is J. W alter Thompson Co., New York. 

The Procter & Gamble Co., Cincinnati, is preparing a campaign 
for major markets for its Cheer detergent. The schedules start 1 
October, run for the P&G contract year. Minutes during nighttime 
slots will be placed; frequency will depend upon the market. The 
bu\ ers are Charlie Buccieri and Marcia Roberts ; the agency is 
Young & Rubicam, Inc., New York. 

American Chicle Co., Long Island City, N. Y., is planning a cam- 
paign in scattered markets for its Dentyne gum. The 13-week sched- 
ule starts 1 October. Minutes during nighttime periods will be 
scheduled; frequency will vary from market to market. The buyer 
is Jim Kearns; the agency is Dancer-Fitzgerald-Sample, Inc., N. \. 

The Procter & Gamble Co., Cincinnati, is getting ready to go into 
top markets throughout the country for its Crisco. The campaign 
will start 1 October, runs for the contract \ear. The advertiser will 
use minutes during fringe nighttime slots, with frequencies varying 
from market to market. The buyer is Gray ham Hay; the agency is 
Compton Advertising, Inc., New York. 

RADIO BUYS 

Bristol-Myers Co., New York, is kicking off a campaign for its 
Minit-Rub. The schedules start 29 September for 13 weeks. Minutes 
during daytime periods will be slotted; frequency will depend upon 
the market. The buyers are Ed Green and Lou Bullock; the agency 
is Doherty, Clifford, Steers & Sheiifield, Inc., New York. 

Tetley Tea Co., Inc., New York, is going into major markets to 
promote its teas. The nine-week schedule starts 22 September; this 
is the campaign's second flight. Minute announcements, 6 a.m. to 
6 p.m., Wednesday through Friday, are being used; frequency de- 
pends upon the market. The buyer is Bob Karlan; the agency is 
Ogilv\. Benson & Mather, Inc., New York. 

Peter Paul, Inc., Naugatuek. Conn., is entering top markets for its 
Peter Paul Mounds and Almond Jo\ candies. The six-week cam- 
paign starts 29 September. LD.'s during daytime periods will be 
aired: frequency will vary from market to market. The buyer is 
Jim Kearns; the agency is Dancer-Fitzgerald-Sample, Inc., New York. 
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Integrity — track record — confidence — these are the cornerstones 
upon which the founders* of Independent Television Corporation 

have built a vital new force in television programming in the United States 
and abroad, ITC is dedicated to provide the television industry with 

dynamic properties, sales and service facilities without equal. 
Watch ITC — Independent Television Corporation. 



( 



I 



*The Jack Wrather Organization ("Lassie," "The Lone Ranger," "Sergeant Preston of the Yukon," Muzak, Disneyland Hotel and 
in association with Edward Retry and Co. KFMB-TV, San Diego and KERO-TV, Bakersfield.) Associated Television, Ltd. of Eng- 
land (television station operators, program producers, theatre owners.) Carl M. Loeb, Rhoades and Co. (Investment bankers.) 



I N D E F* E 
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NTDENTT TELEVISION C OR I> OR AT lONT 

WALTER KINGSLEY, PRESIDENT 

Temporary Headquarters i Hotel Roosevelt, New York 
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Capsule case histories of successful 
local and regional radio campaigns 



RADIO RESULTS 



PERSONAL MANAGEMENT 

SPONSOR; GoUMiicId Plan Co. A(;ENrY: Direct 

Capsule case hisfory: Goldshield Plan Co., a personal 
family finaiire management company, which specializes in 
aiding families who are unahle to meet their monthly bills, 
hegan adverti-sing on WFOP. Hartford. Conn., on 15 Janu- 
ary. From the start they were reluctant to try radio. 
Pre\iously the company had been using newspaper, but re- 
sults proved disappointing. The first schedule Goldshield 
purchased 21 spots per week. As the campaign gained mo- 
mentum, more and more people came to Goldshield for as- 
sistance in meeting their obligations. On two occasions the 
firm was forced to cancel their advertising in order to hire 
enough trained personnel to handle all the customers. At 
present, they are using 14 spots per week and have had tre- 
mendous response to their campaign. As a result, Goldshield 
was forced to double its staff and move to larger quarters. 
The conipany uses no other medium. The schedule includes 
saturation minutes throughout the week in all time periods. 

^ POP, Hartford Annoiincemcntft 



HOUSES 

SPONSOR: General Finance Corp. AGENCY: Direct 

Capsule case hisfory: More and more people have taken 
advantage of the services offered by finance corporations in 
the last few years, and many finance companies, including 
the General Finance Corp. of Evanston, 111., have taken ad- 
vantage of radio's power to reach people. This finance com- 
pany, with a branch office in Rockford, 111., has used radio, 
especially WROK. for several years. Each succeeding year 
has shown tremendous increases in the company's radio 
advertising on WROK. General has been advertising in 
WROK's sports programs. White Sox baseball, high school 
football, basketball, golf, Golden Gloves and Sports Review. 
The company uses '^Friendly Bob Adams" to deliver mes- 
sages. The loan company's entire radio budget is placed on 
WROK. "We at General feel sure that the 51% increase we 
have chalked up in Rockford is solid proof in dollars and 
cents that WROK reaches an important segment of the Rock- 
ford adult audience," said General v. p. R. J. Trenkmann. 

WROK, Rockford Announcements 



DEPARTMENT STORE 

SPONSOR: J. J. Newberry Co. AGENCY: Direct 

Capsule case hisfory: For seven months, the J. J. New- 
berry downtown Los Angeles department store had been 
using a nightly 15-minute Mexican-produced "soap opera" 
on KW'KW, to reach the L.A. area Spanish-speaking popula- 
tion. To measure its effectiveness, the store decided to use 
all thrf'e announcements one evening to promote a two-hour 
sal** the following day. Leader item: "white sheets." No 
other advertising was used to reach this audience. Store 
manager Joseph L. Packard reports that more than 1,500 
Latin- Americans attended the sale. The promotion, which 
Packard rates ''an outstanding success." was accomplished 
for a total cost of $21. Packard notes the extreme loyalty of 
Latin-American audiences to a sponsor once he has gained 
their confidence through advertising. The advertiser also 
feels that the emotional impact of a soap opera show con- 
tributes substantially to the effertiveness of the commercials. 

K^ K^, Los \nKf-les Program 



FINANCE 

SPONSOR: Carder & Eden, Inc. AGENCY: Direct 

Capsule case history: Carder & Eden, Inc., general build- 
ers and contractors of Albuquerque, New Mexico, contracted 
to build a score or more houses in the Southern Terrace 
Subdivision in Albuquerque. The houses were priced in the 
816,500 to 820,000 bracket. Upon completion of the houses. 
Carder & Eden purchased advertising in the various local 
media, including a schedule of announcements on KQUE, 
Albuquerque. In a matter of a few days after the start of 
the campaign, the contracting firm had sold every house they 
constructed. In fact, people from neighboring towns came 
to the city to view and possibly purchase a home. The suc- 
cess of the campaign was attributed largely to KQUE. "In 
the future, when another opportunity arises for us to erect 
more bouses in Albuquerque we will certainly call upon 
KQUE to run our advertising," stated Charles Carder, part- 
ner of the firm. "It was truly a successful venture." 

KQUE* Albuquerque Announcements 
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And the fourth ''R''— Radio — is strong, too! 

It's a very healthy educational picture in Metropolitan Washington. 409 
elementary schools. 88 secondary public schools. Well over 100 parochial 
and private preparatory schools. 21 universities and colleges. And more 
impressive than statistics on structures is the individual attention given 
the student. Current expense per public school pupil is $322 — compared 
to the U.S. average of $300.* It's not that Metropolitan Washington sets 
a higher value on education. It's just that the efforts of officials and citizens 
alike seem to head the class. 

Washington's fourth *'R** — Radio — gets high marks as ivell, 
especially ivhen you use Station WWDC. The July PULSE 
shotved us tvith an average iveekly audience share of 19.8% — 
almost two full points ahead of our closest competitor. And eight 
of our programs ivere in the Top 15, We have a simple formula 
— to be a listenable station to our audience, and a promotional 
station to our hundreds of national and local advertisers. The 
mutually happy result — ever-increasing listeners for us, ever- 
increasing sales for you. 




radio Washington 



*Ec<m<mic Development Committee, Washington Board of Trade represented nationally by JOHN blair a CO. 
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THE WORLD'S MOST FABULOl 




■SB 



CAPITO 



156 CARTOO^ 



BRAND-NE 




TAT IONS . . 



OZO IS 



Copyrighted by Capitol Records 



NATURAL FOR H I G HF 




MAGNIFICENT ANIMATION 

fl^LL COLOR-ESPECIALLY MADE FOR TELEVISION 
I 

I Now — Jayark brings to TV the most successful personality ever conceived. 

BOZO is pre-sold to countless millions of children and grow^nups. Bozo's 
universal appeal and sales impact have never been equalled. 



BOZO'S CARTOON STORYBOOK 



156 Cartoons — Each 6 Minutes — Full Color or B/W 
Magnificent Animation — Packed with Action — Loaded with Laughs 

BOZO and his friends will keep your viewers in suspense and in stitches. 
They travel to the moon . . . They climb Mt. Everest . . . They even "run" 
Macy's and Gimbels. Each thrilling cartoon is jam-packed with action 
and jaw-cracking laughter . . . No Cliff-Hangers! 




AVAILABLE WITH ANIMATED COMMERCIAL LEAD-INS STARRING BOZO HIMSELF 

Backed by huge merchandising and promotion. BOZO merchandise items now^ carried 
in stores, coast to coast. More than 13 million BOZO Capitol Albums already sold! 
BOZO is a guarantee of absolute top-rated cartoon leadership in your market. 

Fresh, new^ and pre-sold, BOZO is sure to deliver the low^est cost-per-thousand audience 
...sure to deliver unparalleled impact in advertising results! 




1 




ACT NOW WHILE BOZO IS STILL AVAILABLE 



JAYARK FILMS CORPORATION 

Reub Kaufman, President 

15 East 48th St., New York 17, N. Y. MUrray Hill 8-2636 



PRODUCED IN HOLLYWOOD BY LARRY HARMON-TED TICKTIN PRODUCTIONS FOR JAYARK RELEA! 



GREATER RESULTS FOR SPOT BUYER 




Sylvester sees Red 



and ''Hippity Hops'' to new sales peak! 

Sylvester Scott, Jr., juvenile market timebuyer, credits soaring client's sales 
to WJAR-TV's unique children's program, ''Hippity Hop, the Cartoon Cop" 
— a typical example of WJAR-TV's highly effective creative approach to spe- 
cial programming. 



In the PROVIDENCE MARKET 

WJAR-TV 

is cock-of-the-walk 
in creative programming ! 




•J* Vr 



CHANNEL 10 • PROVIDENCE, R.I. • NBC- ABC • REPRESENTED BY EDWARD PETRY & CO., INC. 
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Jack Wralher's purchase of TPA ihis week for $13 million could be ihe fore- 
runner of a siring of acquisitions for liis new film company, Independent Televi- 
sion Corp, 

This week's buy takes ITC off the ground immediately. Even though it has $10 million 
in production commitments from Jack Wrather productions and Britain's Associated Rediffu- 
sion, the company had no product ready for immediate distribution. 

TPA gives the new organization a string of subsidiaries (foreign and domestic) as well 
as its staff and 12 syndicated series currently in distribution. 

ITC also named a network national sales manager this week. He's Hal James, formerly 
v.p. in charge of tv-radio at DCS&S, and before that at Ellington & Co. 



Conlinenlal Baking (Ted Bates) gave ihe status of syndication a big boost this 
week. 

The company renewed CBS TV Film's Annie Oakley for two years in 76 markets. (Its 
fourth and fifth.) Time and program costs over the two-year period: S3 million. 

A second major regional buy this week: Rival Dog Food (Guild, Bascom & Bonfigli), 
for MCA's If You Had a Million. 

The area: Ten East Coast markets. 



The discrepancies in pricing even among first-run syndicated product is becom- 
ing more and more a headache for both syndicators and stations, 

A case in point : Two new shows, both prime products from top syndicators, were pitched 
recently to the same Philadelphia station. Price for Show A, for two episodes, ended up at 
S600. Price quoted for Show B, of similar caliber, was $1,200 per episode. 



Stations are starting to stockpile strip shows mncli in the same way they do 
feature films. 

The reason is this: there's a wealth of good, new stripping product, but fewer time 
availabilities due to the heavy network daytime emphasis. 

The result: stations are buying what's available now (Life of Riley, Bums & Allen, etc.) 
with no plans to program them in the immediate future. 



If this season's ratings are anything like those over the summer months, syn- 
dication can look forward to a good year. 

A Film-Scope spot check of several markets shows some strong inroads by syndicated 
series. Most impressive gains; in multi-station markets. 

A good example is in the five-market results of Silent Service (CNP), Sea Hunt (Ziv) 
and State Trooper (MCA). Here's how they did in the August ARB: 



SILENT SERVICE 



SEA HUNT 



STATE TROOPER 







AUDIENCE 




AUDIENCE 




AUDIENCE 


CITY 


RATING 


SHARE 


RATING 


SHARE 


RATING 


SHARE 


Baltimore 


19.2 


46% 


25.1 


S6A% 






Chicago 


22.8 


42% 


20.2 


33.4%, 


25.3 




Cleveland 


19.2 


45% 


22.0 


42.4%o 


19.3 


26.7% 


Detroit 


18.2 


38% 


17.8 


74.8% 






Miami 


16.5 


46% 






28.1 


55.2% 
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Key trends and developments 
in marketing and research 



MARKETING WEEK 
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Wliile "lie-iiiaii^' ad themes have had some success of hite, one marketing con- 
suUunt warns of certain dangers in that approach — if directed to men. 

Our ''feminine" contemporary culture does not value the frontier-type of masculinity 
says Dr. John Kishler. Hence, most men regard he-man hrand images as far fetehed. 
'*At best," he declares, "they appreciate them with a certain wry humor as caricatures and, at 
worst, ihey tend to resent them as being too unreaHstically demanding." 

Vor women, howe\'er, it's another story. Today's woman tends increasingly to blame 
her dissatisfaction on men ("rather than on the consequences of their own aggressive domi- 
nance"), and sees in Fantasy, the he-man putting everything right. Super-masculine 
themes, therefore, are meaningfuh 



The $200,000 tv campaign involving 24 furniture retailers, which gets under way 
22 September with TvB's blessing involves a technique that could well he copied by any 
number of retail businesses. 

Brain-child of Robert S. Kohn, president of Denver's American Furniture Co. (a three 
store chain), the campaign involves identical retail price promotions of furniture made 
by seven manufacturers. 

The idea came to Kohn after a successful spot tv saturation drive (involving hard-sell 
price promotions) early this year to boost lagging sales. Result of the drive was a 50% hike 
in his business over the previous year. 

Kohn set up a firm which he called Bold Action Furniture Sales, Inc. With TvB's help, 
he sold the idea to 23 other retailers at the annual furniture market in Chicago last spring. 

Bold Action is the key to the drive. It arranges with manufacturers for pricing and 
production of specific items (Kohn gets an override on manufacturers' sales to the other re- 
tailers) ; it arranges for production of commercials, which are tailored for each retailer so he 
can be identified by viewers; it even acts as an agency in some eases, buying time for 
retailers. 



While furniture sales have been running about level with last year, despite the recession, 
the furniture industry is not particularly happy about the long-term outlook for 
the furniture business. 

During the past 10 years, while the percent of disposable income spent for big-ticket items 
such as appliances and autos has risen substantially, the figure for furniture has fluctuated 
between plus and minus 10%. 

One rea^ou: prices have gone up only slightly. 



Krochler, one of the furniture manufacturers involved in the Bold Action promotion 
(see above) has taken a plunge into motivational research to find out ways of creat- 
ing more interest in home furnishings. 

Some of the findings: A woman looks forward to furniture shopping like she 
looks forward to visiting a dentist. She doesn't trust her own taste, is full of fears and 
frustrations. One problem is that she knows so few brand names. The fifth best-known 
furniture "manufacturer" in the U. S. is, believe it or not, Duncan Phyfe. 

Another problem; there are three distinct family strata, each with its own 
needs, goals and attitudes about furniture. 
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WhaCs happening in 11* 5. Government 
that affects sponsors^ agencies, stations 



WASHINGTON WEEK 
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The long-dormant Harris subcommittee returned to life this v/eek, but it was 
doubtful that it would get into more tv cases before November. Bernard Goldfine 
and the FCC were still making good copy. 

Harris' House Commerce Legislative Oversight subcommittee still has in its files material 
bearing on a number of contested tv cases which Rep. Oren Harris (D., Ark.) has said runs 
upwards of 20. The Arkansas Democrat added that in all these cases the present license- 
holders are in as much jeopardy as National Airlines with Miami Channel 10. 

The Boston Channel 5 case is a prime string in the subcommittee bow, but the Appeals 
Court may have taken some of the sting out of it by remanding the case to the FCC. The 
FCC was directed, as in the Miami case, to hold hearings aimed at deciding whether the li- 
cense should be cancelled because of improper pressures on FCC commissioners. 

Where former FCC commissioner Richard A. Mack was the center of the Miami prob- 
lem, former FCC chairman George McConnaughey is reported to be at the center of this one. 

McConnaughey also figures importantly in another case, Pittsburgh Channel 4, on which 
the subcommittee has virtually completed its preliminary probing. The subcommittee has 
also done considerable work on Miami Channel 7, and has said it has not finished with one 
case tying together three St. Louis and one Springfield channel. 

The subcommittee has been great on starting into tv cases one after another and drop- 
ping them all in midstream. Whether it will ever tie it all together is a big question. It is 
a cinch that if Harris ever intends to do so, he will have to have the group reconstituted 
next year. 



Meanwhile, in the first and only genuine upshot of the Harris hearings except 
for Commissioner Mack's resignation, the FCC plods ahead with its Miami Chan- 
nel 10 remand case. 

Seems the special hearing examiner has a son-in-law, who happens to be chief counsel 
and vice-president of Pan-Am, and Pan-Am suddenly proposed to assume a minority stock in- 
terest in National Airlines, and National Airlines is the parent company of Public Service 
Television, holder of the Miami Channel 10 license under attack. 

The question is whether Horace Stern, retired Pennsylvania Supreme Court Justice, and 
hired because of the prestige he would bring to the eventual FCC decision, should be dis- 
qualified. If so, the Commission would have to look for another hearing examiner, and every- 
thing would have to start once more from scratch. 

Th ere is no disposition among the four applicants for the Miami channel to move for dis- 
qualification of Stern. The Justice Department wasn't concerned about any conflict of inter- 
est. The FCC counsel in the case, Edgar Holtz, emphatically wanted Stern to remain. 

The actual hearings bordered on the dull. They consisted of replays of selected portions 
of the testimony already presented on Capitol Hill. The FCC in the first week seemed to be 
going a pretty good job of disqualifying Col. A. Frank Katzentine for all manners of ap- 
proaches to Richard Mack. 

It was due in the second week to lay the groundwork for the same sort of hatchet job 
on National Airlines. The other two applicants had apparently clear records. 
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A round-up of trade talks, 
trends and tips for admen 



SPONSOR HEARS 
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P&G roinpleles a three-May parley in Iv this fall hy being the No. 1 onstoiner 
with CBS TV, ABC TV, and iv spot. 

Chrysler, with its two weekly hours, remains the top client at ABC TV. 



Two reps — one a pioneer in the field — are bent on retirement. 

One of them wants to quit because of poor health; the other wants to spend more of his 
time on other interests. 



Watch for other drug manufacturers to follow Carter's lead in diversifying 
into the high-profit dietetie food field. 

Carter's present pair in the low-calorie sweepstakes are the Frenchette and Maysonette 
salad dressings. 



This passing social note may be a clue to the values that NBC TV and ABC TV 
place on Chicago in the tv cosmos: 

ABC TV accompanied its closed-circuit preview of its fall program schedule for the press 
and agency men with eocktails and a luncheon. NBC didn't frill it up >vith so much 
as a cup of coffee. 



Disregard those rumors that Art Porter's expansion of responsibilities at JWT 
to include supervision of the Chesebrough-Pond aceount suggests a change in the 
status of the agency's media department. 

The fact is that JWTs media department has become stronger than ever as an autono- 
mous operation. Dick Jones recently was made a v.p. and its manager. 



When Neil IMcElroy, now Defense Secretary, was P&G ad chief, he laid down a rule 
(totally implied) that agencymen who servieed the account have never forgotten. 

The precept: A P&G agency shouldn't come to Cincinnati to discuss a project un- 
less it had a reeommendation, too. 

In other words, the agency was expected to have the whole thing worked out. 



As wage earners in the business of advertising, station rep salesmen manage to graze 
where the clover is ricli. 

Their average income in New York: $12,000 in radio and §15,000 on the tv side. 

One of the bigger rep firms rewards the cream of the crop annually with between §20,- 
000 and §25,000 in radio, and from §25,000 to around §32,500 in tv. 



Could it be that W LS, Chicago, among the first farm stations, will wind up un- 
der the full ownership of ABC? (ABC already has a minority interest in it.) 

Leonard Goldenson, AB-PT chief, was in Chicago the past week discussing the 
proposition with the management of the Prairie Farmer, owner of the majority stock. 

Several weeks ago ABC induced WLS to grant it equal representation on the WLS, 
Inc., board of directors. 
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Kansas City: groundwork for better living 



I 



KCMO-TV 
Basic CBSJV 
Channel 5 




This is not where a bomb or tornado struck. 
It's part of the area cleared of slunns and 
tenennents in Kansas City during the past 
year. It's a typical face-lifting project which 
won for Kansas City one of Look magazine's 
Community Home Achievement Awards 
for 1958. 

Such a $250 million project goes to show 
what we've been saying. Kansas City's a 
look-alive town. Eyes on the future. Plans 



for the future. Money to spend right now 
to make life better right now. 

More than a million people live here. And 
more of this million watch KCMO-TV at 
more times of day (say ARB and Nielsen) 
than any other station. 

Why so popular, KCMO-TV? We talk Kansas 
City's language. And we get to Kansas City 
loud and clear. We broadcast at maxi- 
mum power from the world's tallest self- 
supported tower. 




ansas 



City MO-TV 



Joe Hartenbower, 
General Manager 



Sid Tremble, 
Commercial Manager 



SYRACUSE 
PHOENIX 
OMAHA 
TULSA 



WHEN 
KPHO 
WOW 
KRMG 



WHEN-TV 
KPHO-TV 
WOW TV 



The Katz Agency 
The Katz Agency 
John Blair & Co.-Blair-TV 
John Blair & Co. 



Represented nationally by Katz agency. 

Meredith Stations are affiliated with BETTER 
HOMES and GARDENS and SUCCESSFUL 
FARMING Magazines. 





NEWS & IDEA 
WRAP-UP 



ADVERTISERS 

lluuiiirs Wevr look llie lead anav 
I'roiii asi llie l)0!!»l-lik(»(l tv 

coiiiiiiercial in \HB"s August. 19^V> 
poll. 

\fter l*iel"s. according to ARB. 
comes l)t>dge and W inston, tied for 
third place, and then: \^ riglev's Gum; 
\Ika-Seltzer and Se\en-l*p; Ivory and 
Newport: and Chevrolet and Raid. 

>heaffcr Pen got itself a raft of puh- 
licit) by h\ polhetieally betting SI mil- 
lion that warm-hearted sentiment will 
;«ell more ])ens on tv than the "blood 
and thunder adventures now dominat- 
ing the tv sereens." 



At stake for Sheaffer are the two 
specials it signed for this fall, via CBS 
T\ , featuring "sentimental" favorites: 
Little IFomen and The Gift of the 
Magi. 

Campaign's of llie week; 

• Playskoo! Maiiufacluriiig Co. 

began the biggest spot tv eampaign in 
its history last week, to run through 
10 December, for a total of $100,000. 
Se\en cities will be used, ineluding 
New York, Chicago, Los Angeles and 
Boston. Ageney: Friend Reiss Adver- 
tising. 

• Mary Ellen's Dislrihulors^ of 

Berkeley. Cal., begins its first year- 
round campaign on tv for its jams and 



jellies. The company w ill sponsor 
Treasure, shown on KRON-TV, San 
Franeiseo; KCOP-TV, Los Angeles: 
KSL-TV, Salt Lake City; KLZ-T\\ 
Denver and KOOL-TV, Phoenix. Agen- 
e> : Guild, Bascom & Bonfigli, San 
Francisco. 

• The Michigan Consolidaled 

Gas Co. begins its new eampaign with 
the theme : "So mueh more for so 
much less — Gas naturally" via 16 ra- 
dio stations in the state and announce- 
ments on 5 tv stations. Ageney: Mae- 
Manus, John & Adams. 

• Cocilana Wild Clierrv Con«rli 
Nips will be introduced in a satura- 
tion spot radio eampaign to start 13 
October, for six months in Northeast- 
ern markets. Agency: Emil Mogul. 

• Ralslon Pnrina Co. will use ap- 
proximately 85% of its stepped-up ad 
budget in network tv this fall, via 
ABC TV's The Rifleman and Leave It 
To Beaver, Supplementing this, will 
be loeal radio and tv spots in seleeted 
markets. Produet: Purina Dosr Chow. 




PICTURE 
WRAP-UP 




l'.iijo>iii^ a rofr«'<' lircak at the 1 loii-owive-^' Proteclive Leaj?ue's recenl 
prc-rnlation for ajif n< > p* r^tmncl art (llf»r) Jolin Trent, 11 PL dir., \VC 
FMtila.; \ir ^rvilcl, radio/tv dir., Xndrr^on & (Jairnts; (ialen Drake. IITL 
dir.. \.\.; \Iorjian Bakrr. IIPL dir., WFFL Bost.; Phil Norman. 

111*1. dir.. K\\. I..\.: Ktidolpli Klaj;»tad nu-flia dir.. Monnir F. Drrhrr, Inc. 




See for vourM'lf : This scene, from the 21 October George 
Gohel Show (XHC-TX ) will be partially reproduced in 7T 
Guide. Viewers, will be a>ked to hold color photo up to tv 
screens to compare difference between color, black-and-white 



End the riiinbow: Richard Wolf&on (r), assistant to 
pres., \VT\ J. Miami, presents S1,000 check to June Johnson, 
winner of station*^ "Treasure Hunt." Waiching, husband, son 





Affeiicv : Gardner Advertising, St. 
Louis. 

Slriclly personnel : Etlwa 

appointed director of advertising and 
sales promotion, and Franeis Beii- 
tlerl, promoted to niana^^er of sales 
planning and market research, Miller 
Drawing Co. . . . John Marclielli, in- 
dustrial engineer of General Foods, to 
Dr. Pepper, Dallas. 

AGENCIES 



"A majority of modern adverli 
ing and selling is leeliiiieally good, 
I)ul it is not great heeause it laeks 
tlie ^adventuresome idea.' 

So said Ernest A. Jones, president 
of MacManus, John & Adams at a 
meeting of the Denver Ad Club last 
week. 

"It is ironic that the Old Pro in his 
search for serene security of the sure 
thing," Jones continued, "should en- 
gage in the most dangerous practice of 
all: depending upon last year's ideas 



in today's market. 

"Some remarkable things are being 
accomplished in selling because the 
man with the ofT-heat idea didn't know 
il was imp(»ssible." 

A majority of the 4A's members 
report better business this year, 
eonipared to last. 

This was the result of a poll of 225 
of the 335 members. The findings: 

1) Agency billings for the first six 
months, 1958, compared to same peri- 
od, 1957: 113 agencies ahead; 81 down 
and 30, the same. 

2) Estimates for the second-half 
1958, compared to 1957: 100 agencies 
expect business to go up; 61, down 
and 61. the same. 

\'i^estern ageneies showed to l)e 
the most optimistic about the fu- 
ture, predicting, hy more than 3 to 1 
that their billings will he up during 
the second half year. 

Ted Bates & ('o. held the first of its 
series of 13 intra-mural lectures last 



week. The talks will covci all phases 
of agency operations, with the closing 
session devoted to a (|uestion and an- 
swer period. 

Ageney appointments: (^ole, F'isli- 
er & Hogow, Inc., Now ^ ork and 
Beverly Hills, for the Bon Ami Co. . . . 
(rrant Advertising, for S\\an>(m's 
Cookies Co.'s Archway Cookies . . . 

HBDO, for Oneida, Ltd Mohr 

Eieoff, for the 707 Co., \e\\ York. . . . 
Campl)ell-Ewal<l, for the new W'JR- 
TV, Flint, Mich. . . , \^ underniaii, 
Rieotta & Kline, for the Columbia 
LP Record Club . . . (^oniptoii, for 
the Military Electronics Div., Motorola 
. . . H. W. Kastor & Sous, (Chicago, 
for Neuboff Brothers, Dallas packer^. 

Personnel moves: I\Iaxwell Sapan, 
appointed v.p. and creative director of 
Bryan Houston, Inc. . . . X^'illiani Cor- 
ley, manager of the Adanta and Mi- 
ami offices of Communications Coun- 
selors . . . Wendell Holmes, to the 
copy and technical group on AC Spark 



Big gun is used by Ziv Tv to demonstrate its 
orld Of Giants series, which has been in and 
out of network schedules. Surrounding pistol (1 
to r), Margaret Seott, Lu Evans, Margarita Clark 




A hit wilti the sack: Poking fun at to- 
day's fashions, Heather Andrews struck 
the right note of huinor with the judges 
in the U'QAM, Miami "Teen Fashion" 
contest. For first prize, she gets all-ex- 
pense trip for two to \assan, plus $50 





Culling-up is Ethel Weider, VS^O time- 
buyer at Compton, in response to Blair- 
TV's Do It Yourself book, promoting firm s 
"Piir>c-Suasion" daytime spot tv sales plan 



They have nolhin^ on hut . . . KBOX, 
Dallas, new Balaban station, has models 
deliver attache case to Norman Campbell, 
of BBDO, Dallas, as part of its promotion 




This IS an 
IDIOT STIC 

16 months of spadework 
and \\*S()C-T\ has^ 2:i 
sucfcss stories. 
We call it: 



"Persuasion 
Beyond 

Mecklenburg"^ 

Sold this Sum 

1 i^XOW THAT MAN 

I llON I'AnFIC 

IF YOl HAD A AHLLtOX 

Check and buy 

WSOCTV 

Charlotte, N, C 

H-R Reps Nationally 
F-J Reps Atlanta 



In the leadership spotlight 




Top-drawer advertisers 
are buying WGN 

You're in fjood coni])any when 
you join smart time-buyers who 
select \V(JX to sell inillioiis of 
dolhus worth of fjoods for toi>- 
<lrawer clients. ICxcitiiig new 
pro^rannning in lOoS makes 
WGN's policy of hifih quality 
:it low cost e\en more attrac- 
tive t/) vou. 

WGN-RADIO 

CHICAGO, ILLINOIS 



IMu^^s. at I). I\ lirother & Co. . . . 
Ilarr\ MoyuJsloii, art director. 
Nide? Cini Advertisinj^, Beverlv Hill? 
. . . Earl ('olc, to the copy depart- 
ment. Tatham-Laird . . . Beiiiiell 
A<les, to the staff at F\ecuti\e Adver- 
tising. Chicago. 

NETWORKS 

The lal<*sl oMiier of ^IBS, the 
Seraiiioii Corp., has upped Blair 
\\ alHsler lo exeeiiiive v.p,, M-hieh 
makes hiiii the operating head of 
the iietMork, 

Alexander H. Cuternia becomes 
chairman o{ the MBS hoard and Hal 
Uoach, president. The Scranton Corp.. 
a holding company for the J. F. Jacobs 
Co., of Detroit, which is in the auto 
parts business, also owns the Hal 
Roach studios. 

Mutual now numbers 4-16 affiliates. 

More than 10,000 representatives 
of the press, ad agencies, spon- 
sors and station afRliates Matehetl 
a special NBC TV elosed-eireuit 
colorcast last week. 

Purpose: To preview the network's 
fall line-up of shows and stars. 

Robert Sarnoff, chairman of the 
board, and Robert Kintner. president 
of NliC, introduced the show. 

In line with its fall programing 
promotion, a series of motorcades 
has been set-up by NBC's Exploi- 
tation department to take place in 
more than 22 major NBC TV^ net- 
work afRliate cities. 

Dubbed "Cavalcade of Shows," this 
24-vehicle motorcade will carry ban- 
ners and posters bearing the names of 
NHC TV programs. 

ABC's election night plans: News 
chief John Daly will head a staff of 14 
commentators on 4 November. The 
special will air on both tv and radio 
from 10:00 p.m. until control of Con- 
gress is determined. 

INetwork sales: Frigidaire has 

placed a 52-week order for segments 
in five NBC TV daytime shows: Treas- 
ure Hunt, Concentration, The Price Is 
Right, From These Roots and County 
Fair. Agency: Dancer-Fit/gerald-Sam- 
ple. 

Sport.s: On ABC TV, The MU- 
i ler Brewing Co., for AH Star Coif; 



and American IVIachine & Foundry, 

for Bowling Stars. 

Station afRliation: New vhf station. 
\^'KBW^TV, Buffalo, signed as a pri- 
mary ABC TV affiliate, effective when 
the station goes on the air, 1 December. 

REPS 

Lindey Spight, one of the original 
founders of Blair, has resigned as 
v.p. and manager of the tv offices 
in San Francisco. 

He will continue to serve both Blair- 
Tv and Blair-Tv Associates in an ad- 
visory capacity. 

Ned Smith, formerly general man- 
ager of KOVR-TV, Stockton, takes 
over Spight's area. 

Competition between national spot 
salesmen and national network 
salesmen is ''a healthy thing," 

So said Robert E. Lee, member of 
the FCC at the SRA luncheon last 
week, 

"No condition should prevail that 
would dilute artificially that competi- 
tion," Lee continued. 

He added that station reps "came 
very close to being the salvation angels 
of the radio business." 

Rep appointments: George P, Hol- 
lingbery Co. for five stations: 
KLIK, Jefferson City and KHMO, Han- 
nibal, Mo.; KSAY, San Francisco; 
KEEN, San Jose and WTTM, Trenton, 
N. J. . . McGavrcn-Quinn Corp., 
for WITH, Baltimore; WXEX-TV, 
Richmond; WLEE, Richmond; and 
WUSN-TV, Charleston, S. C, in all 
areas except New York. All but the 
latter will be represented in New York 
by Select Stations . . . J<din E. 
Pearson, for KFAL, Fulton, Mo . . . 
Bob Dore Associates, for KLRA. 
Little Rock and WCHB, Inkster & 
Detroit . . . H-R Tv, Inc., for KJEO- 
TV, Fresno; WTOL-TV, Toledo and 
WJ MR-TV, New Orleans . . . John 
Blair & Co., for WMBR, Jackson- 
ville, effective 1 January, 1959. 

They were elected : New officers of 
the year-old Radio and Tv Representa- 
tives of Atlanta: Dick Hughes, of 
Petry, president; Gregg Murphy, 
Katz, v.p., and George Crunibley, 
lleadlev-Reed, secretary-treasurer. 

About people going places: Ken- 
neth R. Atwood, account executive 
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in the Chicago office, CBS Radio Spot 
Sales . . . Frank Carlson, to the 
radio sales staff, Avery-Knodel . . . 
^\ F. Shoemaker, regional sales 
representative, National Retail Spots, 
Inc., Hollywood . . . Dick Lawrence, 
program consultant for Jack Masla & 
Co. . . Andrew Powell, tv account 
executive in the New York office, PGW 
. . . Tom Brown, sales account ex- 
ecutive. For joe & Co. 

Petrv TV has added three to its staff. 
Charles Coldwell, to the sales staff 
in New York and Robert Miller in 
Chicago. Myrna Price, to the pro- 
motion-research department. 

FILM 

MCA's Paramount library sales 
$boul(l shoot up when the com- 
pany incorporated its first rating 
report in its sales message. 

WBZ-TV, Boston, premiered the 
package this week with Going My Way. 
The Sunday afternoon feature scored 
a 34.0 ARB co-incidental, with 73.1% 
share of audience. 

ilh 1 October airing dates less 
than two weeks off, sales are mak- 
ing the big news. Among the sales 
this week:) 

• Four regional renew^als on Ziv^s 
Highway Patrol, bringing the total of 
renewed markets to 132. 

The buyers : Kroger Stores, for 
Kansas City, Louisville, St. Louis and 
Roanoke; Weideniann Brewing and 
Household Finance, for Cincinnati 
and Indianapolis; Alabama Farm 
Bureau, Montgomery and Birming- 
ham; and Johnson Tire Co., Casper 
and Grand Junction. 

Other renewing sponsors include 
Ballantine (in 3.5 markets); Handy 
Andy Stores, San Antonio; Safeway, 
Tulsa; B&H Stores, Mobile; Super 
Food Stores, Shreveport; Standard 
Oil and R, J. Reynolds, Kalamazoo. 

In addition, 19 stations have re- 
newed the series. 

• Another Ziv show, Mackenzie's 
Raiders, has fulfilled alternate-week 
sponsorships for one regional sponsor. 

For Brown & Williamson^ which 
has the series alternate-week in 19 
markets, the other sponsors are: Lin- 
coln Income Life Insurance, Louis- 
ville; French Broad Dairy, Knox- 
ville; Stroh Brewing, Cleveland and 
Bay City; Frontier Oil Co., Buffalo; 



Sclilitz, Milwaukee and Washington. 

Other recent buyers of the series 
include Bunker Hill Meat Packing, 
Charlotte, Bluefield, Washington (N. 
C). Columbia and Bristol; American 
Motors, San Francisco; Blue Plate 
Mayonnaise, Houston ; Zeigler 
Packing Birmingham; Bank of St. 
Louis, St. Louis; Ideal Baking, 
Tyler (Tex.); Child's Stores, 
Alexandria (La.). 

Thirty-one stations also bought the 
scries. 

• P&G (B&B) this week 
bought CBS T\ Film's Whirly- 
hirds for a 52-week Tide campaign 
in Los Angeles. 

• Chock Full O^Nuts (Grey) 
has bought Ziv's Target for New York. 
(WCBS-TV) 

• Twelve new stations have signed 
for ABC Film's re-run series, Adven- 
tures of Jim Botvie. 

At the same time, ABC Film an- 
nounced L3 new sales of its Special 
Six package of Rank features. 

• NTA's Dream Package has been 
sold in 85 markets to date. 

• Jayark's Booz the Clotvn cartoon 
series was sold in 36 markets this 
\\ eek. 

Name change : ABC Film Syndica- 
tions move into other fields has 
prompted the company to change its 
name. 

New name: ABC Films, Inc. 

Ke new series : Screen Gems has 
purchased tv rights to Ensign O'Toole 
and M e. Series will he prepped for 
next fall . . . Filming starts in No- 
vember for the third UA tv produc- 
tion, The Trouhleshooters. Series will 
star Keanan Wynn . , . Twenty-one 
new films have been added to the 
Encyclopaedia Britannica Film Lihra- 
r}' . . . NTA is prepping 39 episodes 
of The Third Man. No pilot, no 
sponsor yet. James Mason will star . . . 
Jan Clayton will star in her own show 
being produced for next fall by 
Samuel Marx and Woodmere Produc- 
tions. 

Personal Appearance tour: Target 
host Adolphe Menjou is off to Buffalo 
and Minneapolis this week on behalf 
of two sponsors. 

Strictly personnel : Ziv expanded 
and reshuffled its sales staff this week. 
The changes: Jerry Kirby, upped to 



on radio 



Today let's get 
down to brass 
tacks and talk in 
explicit terms of 
how Radio KMA 
delivers sales — 
real cash sales, 
without 
aways or 

micks. 

* * * 

EXAMPLE: On 
August 30 May 
Seed Company 
started advertis- 
ing Minuhafer 
oats, a new vari' 
ety that is rust 
and disease 



give- 
gim- 




Anthony /. 
Koelker, 
Manager 
Radio Station 
KMA 



re- 
sistant. The kick-off talk on KMA co- 
incided tvitb the Nebraska State Fair 
opening in Lincoln, ivhere the company 

operated an exhibit booth, 

* * 

In one week 5,000 bushels were sold 

at the Fair exhibit alone. 12.619 

bushels were sold during one week and 

a supply of 22,000 bushels will be gone 

by the time this is printed. Mind >ou, 

selling oats in September for spring 

planting is pretty much unheard of. 

« * * 

EXAMPLE: The distributor for 
Magic Thread, a miracle fabric wend* 
in g liquid, ($1 postpaid) over a steady 
9-nionth period on KMA received al- 
most 8,500 orders. He advises KMA 
topped 8 Midwest stations advertising 
the same offer. 



EXAMPLE: Tidy House Products 
Company tested two $1 premium and 
box top offers during two weeks in 
August {supposed to he dog days), 
KMA produced 2,534 orders in 11 
days. » * # 

EXAMPLE: Joe Ziveiback, owner of 
Vitamin Industries, Omaha, believes 
KM A -land is a healthy market. He's 
been a 52-week advertiser for 15 con- 
secutive years. 

* * * 

EXAMPLE: Joe Cans at Maxwell- 
Sackheim, New York, says "} oure 
only as good as yesterday's wail 
count.^^ Joe is understandably cagey 
about releasing figures, but he might 
tell you about the thousands of silicone 
ironing board covers KMA sold for 
him. 




rut MAiir HAT or im cokn covNTtr 



A) SHENANDOAH, IOWA 



AAA A 



(t>Wlk»D rfT*/ t. CO INC 



yyyv 
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Cliirjj;o ^alc;- iiiaiia^fr: Jiit'k <n*ej;- 
or>, to Los Angeles as western divi- 
>i()n lifad : Mini >hir|iiiK lo New 
\oik a> ca.^tein division head; Jack 
(»iiiiie>« to the \\e>t coast as a spot 
^ale'i manager: Olhiir \. Oliver and 
Jo>eph L. -Mosealo, naine<l \orth 
central division account executive; 
UdlxM'i Ne<M't», re-a»igned to upstate 
\cu \ork. 

VUo. Uerl W eihiiid. re-assigne<l to 
Hahiniore-W ashington ; Etl l^liler^ 
added to the eastern division as ac- 
count e\ccuti^e; < iliarley Kiisli^ to 
the south central division in the same 
capacity. 

CANADA 

Kevloii relumed to Canadian radio 
ill is w oek w illi ils hij^gest single 
piireliaso on (J!MS, Montreal. 

The campaign; The French station 
has built a special radio feature for 
Revlon. It ^\ ill he presented seven 
tinier a day. six days per week, and 
will include a well known personality. 

The Uroadeast \dvertising Bureau 
of ('anuda lias released ils sludv 
of radio rate and circulation 
Ireuds. 



An anulvsin of llie rates of all 
1 71 privale commercial siaiions 
in Canada shows lliat in Class "jV 
lime boili llie flash rale and the 
one-minuie announcenieul rales 
have decreased, w hile ihe radio 
homes conlinue to shov\' an in- 
crease. Here are llie figures: 

Avg. 

\o. Ra<lio Cost 1 

Homes No. of Min. On 
^ ear (000) Stns. All Stiis. 

1937 3,930 166 810.95 
195a 3,955 171 10.91 

Feiul: In a letter to Jack Tietolman. 
president. CKVL, Verdim, P. Q.^ 
J. \adon, manager, CJ>IS, Alontreal 
states that CKVL resorted to "uneth- 
ical" practices hy offering listeners 
prizes if they were tuned to their sta- 
tion while the August survey was heing 
conducted hy Elliot-Haynes. 

\adon held CKVL's reasoning for 
this — to increase the sets-in-use figures 
— as "too laughahle to be taken seri- 
ousl) ."' 

Agency appointments : McCann- 
Erickson (Canada) Limited, for 

the Canadian Westinghouse Co.. with 



J 



COMPANY TO nF«/l-TV 



The Pal)st Brewing Company has joined ihe Honor Roll of Pre^tifie Advertisers 
\^ho cho-r WFGA TV to carry its sales nic^^sages lo more than a quarter million 
Florida-Cieorsia TV home^. ''HighAvay Patrol", ^^ith Hroderick Crawford, is being 
spoiiM)re 1 l>y l*ab>t from 9:00 to 9:30 VW on Wednesdays. This top raled shim in 
prime time combined with WFGA-TV coverage of 61 countie*^ provides Pabst 
Ure\vinii; Company with unbeatable sellinfj power. 




Better take another look at the hifjh- 
ly competitive Jacksonviik^ television 
market. Jarksonville is no longer a 
One .Station market, and the \pril, 
19>«, Pidse named W F(^\-T\' Jac k- 
scmville's Number One Station. For 
more information, call Ralph \im- 
mons in Jacksonville at ELgin 6-3381, 
or eoulaet your nearest P.(i.W', repre- 
sen la live. 

MJC ARC 

Represented nationally by Peters, (irif- 
fin, Woodward, Inc. 



WFCA.TV Channel 12 

WWl I W Jacksonville, Florida 

FLORlbA'S COLORFUL STATION 



responsihilities for the change-over 
from Studio One to Westinghouse's 
Desiilu Playhouse . . . Rol>eri Oito & 
Co. (Canada) Limited, for three 
new accounts : Proctor Electric Can- 
ada Limited. Filtro Electric Limited 
and Solaray Vihratory Massager. 

Personnel across ihe border: 
Rol>ert Harris, ajipointed director of 
research, F. H. Havhurst Co. Limited 
. . . Oerard Feeleaii, director of news 
services, Tv De Quehec ( Canada ) 
Limitee . . . Ira DilMorth, director of 
program evaluation. CBC, Toronto . . . 
Boh Aiken, to the sales staff. CJMS. 
Montreal. 



RADIO STATIONS 

Lneky Lager Brewing Co. led the 
list of the top 20 spot radio ad- 
verlisers (during the second quarter, 
1958) named hy RAB in its new study 
of spot radio clients. 

The next nine top program users, in 
order, according to RAB, were: Shell 
Oil; Fruit Industries; Scandina\ian 
Airlines; International Union of Elec- 
tric Workers; UAW; Ford; Esso 
Standard Oil; Kiplinger Washington 
Editors and the Massey-Ferguson In- 
dustrial Div. of Massev-Harris-Feroru- 
son, Inc. 

Pause in Boslon: W HDH reprinted 
an Associated Press uire about John 
Foster Dulles having his dri\er slow 
down on the highwa) so that he could 
hear a newscast before boarding his 
plane. 

WHDH headlined its ad: "How Ini- 
poi*tant is Radio News?'" and con- 
cluded with; ^''Tliose who make ihe 
news depend on radio for the 



news. 



11 



Slalion sales: KCMJ, Palm Si)rings. 
to Louis W asmer and Cole \^Mie, bv 
llie Palm Springs Broadcasting Corp. 
. . . XS'RRK, Rockford, III., to a group 
dubbe<l Radio lUx'kford, Inc., for 
8227,900. ( Brokered by Hamilton. 
Stuhldefield. Twining & AssociatCii.) 

Ideas ai work : 

• To celebrate its power increase 
from LO(K) to 5,000 watts. WE.NO 
staged an all-day i)romotion in down- 
town Aashville last week. To wit: Two 
models, dressed only in barrels with 
''All we ha^e on is W ENO" on them. 
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Reprinted from World Telegram and Sun 

Depression or Buyers' Strike': 



sinple day— March 9. 
a complex banking: 



able labor foice. 

to 



By 



hut m 



By LYLE C. WILSON, market were rich 

Lt.<fPr«. staff Wru.r und many ^^^,?^.^^^f„do^^ 

WASHINGTON, April 16. P*"'J\ anu - —"W There weie H>K ^penu uu. .... . 

^The old timers who were '"^^^J^^Von the sidewalk of «ound bunks ^heie %xeie ^^^^^ ^^^^^ed to w 

arou nd for the big depres- P»«P °" "^^'1^ ^^c'^.'^^rS FDR and go away. There rem 

« sion which belo\v, speculators were in the U.S. m a^V^JiJ r; r; n.illion -n-mnlov* 



bill de- WAS up lo more than 
;'n"d to- enable the^reope-nK >'">;f^f-- „^ 



l«);i8 it 
1' 




"•'kTo^.tring speculators were ' -"^.at looked "nlLon 

wiped out by the "U'ti-thou. soon ^^.^^ government 1941, 10 pe 
sands. Country banks began ','p'';„ji„^ campaiun to eroate fj.'« Then, 



depression, the governov 
Michiean decreed an eight-day 
bank holiday to prevent 



b«gan about 
30 years ago 
win note 
some d i f - 
fer«nce5 be- 
tween then 
and now. 

Theprinci- oann nonY"? " t-anklin 
pal difference wholesale c losin^b. Frankim 
is that now D. R»««evelt took omce a 
Lyl. C. Wilson it is more a President ^^'^^/"J.^Xof the 

^matter of political debate i"'"^^^*^^^^^ ,1*'. f^em ae^ 
t^han a matter of fact banks to protect thein a^^^^^ 

^whether there is or is not a withdrawals by fnen«"'= 
fcl r«ssion in the works or positors. ..pssion 
( the way. ConRress Id fn a 

, Not so in the early autumn ROt busy ixntt pas^e" 
hi 1929. The big depression 
oegan then with a bangety- 
Imng >vhich blew the cellar of 
the New York Stock Ex- 
/change down somewhere in- 
' to the rocky sub-structure of 
|\Manhattan Island. That's how 
hftvd and fa.st stocks fell on 
the black Thursday and black 
Ffiday that marked the end 
of the Coolid(fe boom. 



FDR either spent too little 
money or the policy of mas- 
sive Rovernment spendinR_ is 
no employment cure. The 
record %vill support one con- 
clusion or the other. 



million unemploye- 
rcent of the U 

iu... along came \\y 

War II and unemployment 
can to taper off. The ioblel 
in 1946, aftei lonf? years o 
war production, numbered 
22 million or about 4 pei-cent 
of the labor force. 

The least unemployment on 
reiord since the hit: depres- 
sion was l .fi iiullion m U»5.I. 




That was only a befrinning, 
•however, and when the real 

trtftrket collapse came some 
■jnonths later the panic was 

on^ Rich men caught in the 



ONLY 
YOU 



million, ranging from 4 to 
and back to 4 percent of tht 
available labor force. 

These fitiures somewhat 
illuminate the present .situa- 
tion in which unemploynient 
is counted at 5.1 million, which 
1; 7 percent of the 195H labor 
force FDR never wus ahle 
to brinti unemployment to so 
low a figure. Thnt is small 
comfort to the man or woninn 
without a job today. 

It may bear, however, on a 
current question. Is there a 
depression or is thisa buyeis 
strike aR"l^n^t hii^h prices? 




CAN DETERMINE 

WHICH 



Yes it's true- — only the retail merchant is really in a 
position to find out his customers' frame of mind. Many 
experts regard the present period as due to the consum- 
ers' desire to be wooed and won and many retailers have 
already had truly surprising results when they went out 
and "asked for the order." 

"Do people have the money to spend?" 

You bet they do! The facts show another big upswing 
in the works. U. S. population will soar between now 



and 1975. That means more jobs, more income, more pro- 
duction, more savings, more research... ?nore needs of 
all sorts than ever before in our history! 

How about it? Depression or buyers strike? It's up 
to you! 

FREE! Get going today! Write at once for illus- 
trated "How To Turn the Tide" booklet offering 
valuable and vital selling ideas. The Advertising 
Council, 25 West 45th Street, New York 36, N. Y. 




YOUR FUTURE IS GREAT IN A GROWING AMERICA 



SPONSOR 



20 SEPTEMBER 1958 



63 




In the leadership spotlight 




Top-drawer advertisers 
are buying WGN 

You're in good coiiiruiny when 
you join sinni t tinie-buycrs who 
M^ect WdX to sell millions of 
dollar> worth of goods for top- 
drawer clients. Exciting new 
prograrnininK in IO08 makes 
WdNV policy of high quality 
at low co^^t even mf»re attrac- 
tive to vou. 

WGN-RADIO 

CHICAGO, lUINOlS 



and a o.OOO-piece watermelon fear-t at 
a local shopping center. 

• To emphasize the ''Let's Sa\e 100 
Lives" safetv campaign by the Iowa 
Department of Safety, KlOA, Des 
Moines, tied in with a "Dennis the 
Menace" contest. A free car was 
awarded the listener guessing all the 
missing parts of Dennis' alleged car. 

• W'PEN, Philadelphia, is sending 
out Season's Greetings a bit early this 
year, including, with it, membership 
in the WPE\ Executive Book Club. 
The station will be sending out top se- 
lections each month through Christmas. 

Station staffers: Robert D, Bla- 

fehek, becomes president and general 
manager of KCMJ, Inc., Palm Springs 
. . . Tom Flynn, manager. KERX. 
Hakersfield, Cal. . . . \^^avne Vaughn, 
to \^'GCS, Miami, as national sales 
executive . . . Melvin Bailey, pro- 
gram manager for WBZ & \^*CZA, Bos- 
ton . . . Arthur Tolcliin, elected to 
the hoard of directors, \^MG\L New 
York . . . Max Friedman, special 
sales representative. \^'COL, Columbus. 
Oh ii) . . . Gil Newsome, program di- 
rector and Michael Ruppe, circula- 
tion director. KWX, St. Louis . . . 

TV STATIONS 

>'orman Cash, TvB president, 
speaking before the Public Utilities 
.Advertising Association in Atlan- 
ta last week, had this to say about tv 
and hou to use it: 

"Tv is proving itself admirably 
adapted to the needs of the utility or 
public service company faced with 
the necessity not only of selling its 
rervices but of getting the public 
to understand its problems as 
well.'' 

Cash concluded on this note: "You 
people, whose companies pay more in 
taxes than for anything else, have not 
only got to use advertising effectively, 
but use advertising that will reflect 
credit back to you." 



Station sale: WWTV, Cadillac, to 
Fetzer Tv, Inc. 

Xew call letters: X^^MBK-TV', Jackson- 
ville, became WJ\T last week, and 
will continue as a primary CBS TV 
affiliate. 

Sports note: The Gulf Oil Corp. is 
in for one-third sponsorship of the 
nine professional football games tele- 



YOUR NEW 




BASIC 

is 




The SEUibrated (and only full 
powered) station in the 

GOLDEN VALLEY 

(Centrol Ohio) 

WHTN 
TV 

CHANNEL 13 
Huntington-Charleston, W. Va. 

serving 4 stoles ond 5 prime cilies 

A COWLES OPERATION 

Gel the dollors ond cenis story 
from Edword Petry Co.. Inc. 




In San Francisco, audiences respond to 

KOUY's musical formula b^?med to San 
Francisco families. From ^^'^r^oBY 
San Francisco, ad^ert^sers know that KUin 
mot;\ates the market! 

H your favorite tune is "Happy Days arc 
Here .\Kain," played b> thousands of ring- 
cash registers . . . then it s time you 
cafled your IVtry Man. He'll show you 
the rating facts and give you the big rea 
som to buy kOBY in San Franciscol 




10,000 watts 
San FrancUco 



Sit in with your RETRY Man 

In Denver it's KOSI— 
in GreenWlle, Miss.-WGXT^I 

Mld-Amerlca Broadcasting Co. 
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cast via WCBS-TV, New York, this 
fall. The other two-thirds are for Marl- 
boro and Ballantine Beer on a net- 
work basis. 

Ideas al work; 

• Tv has revived an old Saturday 
afternoon at the movies fad — remem- 
ber the heydey of the yoyo contests? 
Now it's hula hoop?, with WNBQ, 
Chicago, running a special live color 
show this week; a contest of 25 kids, 
chosen from some 10.000 neighbor- 
hood finalists. 

• WNEW-TV, New York (former- 
ly WABD) is pushing good health via 
a public service spot campaign : slides 
and audio copy suggesting periodic eye 
examinations, good posture, etc., along 
with the tag, "Channel 5 wants you in 
the best possible condition to enjoy a 
great line-up of new fall shows." 

Thisa and Data: Top Ten Dance 
Party, a live syndicated teen-age se- 
ries, is spreading out: sold to KSL- 
TV, Salt Lake City; expanded sched- 
ule on WSLS-TV, Roanoke; and re- 
newed by WHEN-TV, Syracuse, 
WTEN, Albany, WDXI-TV, Jackson, 
and WXEX-TV, Richmond . . . 
WLW-A, Atlanta, named top tv win- 
ner in the Georgia Association of 
Broadcasters competition for promot- 
ing the "Deathless Weekend" cam- 
paign . . . One of the bigger local mass 
buys of daytime tv in the midwest: 
by National Food Stores, via KSD- 
f\^ St. Louis, for a $100,000 52-week 
renewal of the Shopping With Char- 
lotte show. 

On the personnel front: William 
Flynn, appointed national sales man- 
ager and Kenneth Willson, local 
sales manager of WAGA-TV, Atlanta 
. . . Constance Blackstead, program 
manager for the North Dakota Broad- 
casting Co.'s KXJB-TV, Valley City, 
Fargo and KXAB-TV, Aberdeen . , . 
John Leitch, director of engineering 
and Charles Lynch, comptroller for 
WCAU & WCAU-TV, Philadelphia . . . 

New appointments in line with the con- 
solidation of WOR and W^OR-TV, New 
\or-k: George Brown, director of 
news and special events ; Marvin 
Camp, manager of press and p.r. ; 
Stan Lomax, director of sports and 
Herb Saltzman, named merchandis- 
ing director. ^ 



CHRYSLER 

{Cont'd from page 28) 

look like they can do more than any 
olher cars on the road." Background 
martial music and a male chorus lend 
a virility mood to the theme. 

• The third phase will retain the 
"can do" theme but will veer off in an 
effort to persuade buyers to see the 
curs at Chrysler dealers and test-drive 
tliem, in order to see just what they 
can do. 

The last phase of the spot radio cam- 
paign ties in with another major effort 
which will run through all Chrysler's 
air media campaign during the next 
year: that is, Chrysler cars must be 
driven to be appreciated. 

Says Chrysler president L. L. "Tex" 
Colbert: . . We are convinced that 
our main selling effort must be direct- 
ed to persuading people to drive and 
ride in our cars. In our advertising 
this year you wnll notice more atten- 
tion being paid to this theme than ever 
. . . We are going to do everything we 
can to stimulate first-hand driver 
knowledge of our products." 

Corporate ad director Forbes explains 
Chrysler's strategy behind the all-in- 
clusive teaser campaign this way: "We 



were looking for something frc?h. new 
and unstereotyped — a new treatment of 
the usual automobile sales problems. 
We have used corporate teaser cam- 
paigns in the past, but never to this 
degree. We think it's going to have a 
hig impact." The introductory cam- 
paign was prepared by Leo Burnett, 
Inc., Chrysler's new advertising agency 
on the corporate and institutional end 
of the account.* 

After the spot radio teaser campaign 
is well underway, Chrysler will come 
in with its net tv special. It will be the 
first major tv appearance of Fred As- 
taire in a one-hour show on NBC TV 
on 17 October (9-10 p.m., EST), car- 
ried on about 175 stations. Astairc will 
introduce his new dancing partner, 
Barrie Chase, and the show will also 
feature the Jonah Jones quartet. If the 
special is as successful as Chrysler 
hopes and expects it will be, the com- 
pany may sponsor another Astaire spe- 
cial early next year. 



•Last Kehruaiy, Burnett was awavfled the coriiorato 
end of the Chrysler account. Mcrann-Ericksoii, tthlch 
had heen the agency for both the corporate account and 
the Chrj-sler-lmperiat division, resigned both to take on 
the Buick account which previously had left Kudner. In 
this game of agency musical chairs, the Chrysler Imperial 
division ^^Tnt to Y&R. whidi shortly before had resigned 
thft Lincoln account which finally ended up at K&E. now 
the agency for both Lincoln and Mercury. 



In the Syracuse Market 

W S Y R COVERS 
80% MORE RADIO HOMES 

Than the No. 2 Station 



This amazing margin of superiority makes 
WSYR unquestionably the most effective and 
economical buy for radio advertisers in a market 
where buying power exceeds $2^ billion annu- 
ally. 

WSYR attracts the a^ult, able-to-buy audience 
by maintaining a high standard of quality per- 
formance, by professional performers. In every 
category of programming — news, music, sports, 
drama, variety, farm programs and public ser- 
vice events — WSYR is the leader in the Syra- 
cuse area. 

NBC in Cenf ral New York 



*Nithen 
Coverage 
Service So, 2 




Nofionally by 
HENRY I. CHRISTAL CO. 



5 KW 



SYRACUSE, N. Y. 




570 KC 
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Talk about BUYING POWER.. 




— that's the forecast for 
just one part of the family groups 
you reach when your products are advertised 

on this most-seen screen 




WRAL-TV 

The regional station with the 
regional personality 

radiating effectively from the 
RALEIGH-DURHAM area 





These are great days for 
the tobacco farmers of eastern 
North Carohna . . . and for the varied 

industries, tourist businesses, educational institutions and 
other segments of the WRAL-TV coverage zone. 

They will be great days for you, too, if you make good use 
of your selling opportunities on this TOP station, with a con- 
sistently superior rating record in the Raleigh-Durham area 
. . . first in every ARB survey. Get all the facts— fast! 

4-CAMERA MOBILE UNIT • VIDEOTAPE RECORDER • LARGE NEW STUDIOS 



WRAL-TV 



RALEIGH 
NORTH CAROLINA 

FULL POWER CHANNEL 5 • NBC AND LOCAL COLOR 

Carolina S ^^^SerWng the area from Greensboro to the coast. 
Colorful ^\ from Virginia to the South Caralino line — 
Capital Station ^v^o total of more than 2 million population. 

REPRESENTED BY H-R, INC. 



Chrysler plans to introduce all five 
of its cars on the Astaire special, some- 
thing it has done on Climax! in past 
years. Chrysler dropped Climax!, ex- 
plains corporate ad director Forbes, 
even though they knew it was a good 
show. "We decided to shift into other 
areas, because there is an inherent 
danger in staying with one show or 
one format too long. We've probably 
enjoyed greater success with network 
tv, at least in terms of ratings, than 
most other automobile companies. I 
won't say we will definitely come back 
into network tv with a regular show, 
but it seems a likely possibility by 
early next year. 

"Actually. "Forbes continues, "Chrys- 
ler has put a bigger share of its adver- 
tising budget into air media in past 
years than we will this fall. But wx're 
thoroughly sold on both radio and tv. 
From great experience we recognize 
the impact television can deliver. We 
know^ that tv commercials, properly 
handled, can put prospects in our deal- 
ers' showrooms. 

"And radio gives us the opportuni- 
ty to reach large numbers of people at 
the time we want to reach them and in 
the markets we want to reach them. It 
is a highly flexible medium, and an 
economical one too." 

One interesting aspect of Chrysler 
Corporation's air strategy is its use of | 
a pre-announcement publicity program 
which, in effect, lays the groundwork 
for the radio, tv and print campaigns | 
that follow. 

All the auto companies hold press 
previews to give newsmen an advance 
look at the new models, but none of 
them are done on the same scale as 
Chrysler's. Two weeks ago, Chrysler 
flew ( from all over the VS. and 
Canada) some 350 radio, television, 
newspaper and magazine editors to 
Miami Beach where Chrysler had 
taken over the entire Americana Hotel. 
Between W^ednesday and Sunday, the 
press : 

• Heard Chrysler president Colbert 
make an optimistic prediction about 
new car sales in 1959. 

• Saw an elaborate stage show, with 
1959 Plymouths, Dodges, DeSotos, 
Chryslers and Imperials as the stars. 

• Were transported to Hialeah race 
track where 1959 Dodge trucks were 
previewed in another elaborate show, 
and where newsmen drove the '59 
passenger cars. 

• Knjoyed lavish luncheons and 
dinners, with floor shows, and two 
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hospitality suites with busy bartenders. 

• Swam in the Americana pool, 
basked on the Florida beach, played 
golf and went deep sea fishing. 

After this big press preview, the 
individual divisions also hold their 
own previews in major cities, to catch 
those newsmen who didn't make the 
Florida trip. 

The cost to Chrysler Corp. of the 
Florida junket is (by sponsor esti- 
mate) about S300,000. The big ques- 
tion is why Chrysler does it on such 
a grand scale. The answer is that 
Chrysler believes a massive publicity 
effort can whet the public's appetite 
for its new cars, and thereby increase 
the effectiveness of the advertising cam- 
paigns that follow. One Chrysler ex- 
ecutive puts it this way: 

"Before the big ad campaign starts, 
we want to stimulate public interest in 
our new cars — without actually re- 
vealing what they look like. Our press 
preview accomplishes this very effec- 
tively. And it is geared closely to the 
ad campaign. True, it's expensive to 
do it on this scale, but it's a bargain 
at any price." 

Another interesting phase of Chrys- 
ler's marketing strategy this fall will 
be what it does with its new foreign 
car, the French Simca. Until it bought 
15% of the Simca stock owned by 
Ford Motor Co., Chrysler was the only 
U.S. auto maker without a foreign car. 
Simca brings Chrysler two advantages: 

1) a chance to share in booming for- 
eign car sales and 2) the use of Sim- 
ca's world-wide dealer network to sell 
Chrysler products. 

Chrysler's ad budget for the Simca 
will probably be about SI million and 
a good share of this expenditure is 
slated for spot radio and spot tv. 

All Chrysler's air media plans hinge, 
of course, on two factors: 1) Will a 
UAW strike upset the applecart, and 

2) will the public be in a mood to huy 
new cars in a post-recession mood." 

Chrysler president Colbert, for one, 
believes that the public will buy new 
cars and, barring a strike, that the 
auto industry will sell almost 30% 
more cars next year than this year. 

What happens if auto sales jump as 
Colbert predicts? One Chrysler adver- 
tising executive told SPONSOR that, 
among other things, it would mean 
substantially increased ad budgets for 
every division. "And most of the in- 
crease," he added, "will probably go 
into both radio and television." ^ 



THE PULSE 

(Cont'd from page 32) 

had a number of radio programs play- 
ing in the U.S. and was naturally con- 
cerned with how the American public 
was reacting to them. It may have 
been the acquisition of this client that 
led Roslow later to open a London or- 
ganization ; certainly it bore out his 
belief in the qualitative, psychological 
approach to rating measurements. 

"1 never dreamed, 16 years ago," 
says Roslow. "that eventually 1 'd be 
doing what 1 am now — audience com* 
position, the number of listening fami- 



lies with babies, how man) of them 
own stocks and bonds, their reaction^ 
to tv and radio commercials, audi- 
ence analysis in relation to ownership 
of autos and air conditioning, how- 
many cigarette smokers in a listening 
or viewing family." 

This sort of in-depth portrait of the 
broadcast audience is now going into 
net reports. Next year, all local re- 
ports, both radio and tv, will include 
— along with complete audience com- 
position breakdown — such extra quali- 
tative material. 

The personal approach to research 



Get more for your Money! 



r 




» 1 



and 
L/CK the B/G 
N.E. Rennsyi\ 
Market 




;»WI\.KES-BARRE 

GREATEST COVERAGE 

# IsMn Average Share of Audience — ALL DAY* 

# 1 St in Average Quarter Hour Rating — ALL DAY* 



HIGHEST POWER/ 



• HAZI-E.TON 



Highest power and dominant penetration among 
all competing stations. 



LOWEST COST 



WILK has the greatest listening audience — You 
get a greater return on every dollar spent. 



BIGGEST GROWTH 




Effective programming directed to the young and 
old alike is responsible for WILK's rapid growth. 

• Pulse Wilkes-Barre - Hazleton Metropolitan Area — 
November 1957. 



Wilkes-Borre, Pennsylvania. Call Avery-Knodel for details 
The only A.B.N. Affiliate in Northeastern Pennsylvania. 
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In the leadership spotlight 




Top-drawer advertisers 
are buying WGN 

You're in poocl company when 
you join smart time-buyers who 
select WGN to sell millions of 
dollars worth of goods for top- 
drawer clients. Exciting new 
profiramming in 195S makes 
WGX's policy of high quality 
at low cost even more attrac- 
tive to you. 

WGN-RADIO 

CHICAGO, tUlNOIS 

In Fort Wayne 
the nation s No. 1 
test market 
use 

WANE 

Fort Wayne 

CBS pi-ntnted hy Fi'tn 




A CORINTHIAN STATION 

KOTV Tulsa - KGn TV Houston 
>X'AM ik WANT TV 1- ,Tt NX'Avnc 
WISH & >X'ISH TV (nJtan.tp.Jis 



is a fetish with Roslow whose first joh 
after NYl (where he taught following 
graduation) was with the Department 
of Agriculture tra<-king \ew York 
Wo rid Fair visitors ahout the exhihits, 
clocking the time they spent with each, 
and then asking why. "At 1 he Pulse," 
he cxplain>. 'Sve're not researching 
broadcasting — we re researching peo- 
ple. It's the same as when you ask a 
school teacher what she teaches. She 
ma\ sav. 'I teach geography' or '1 
teach third grade.' This isn't true. 
She's teaching children^ 

At the same time, Roslow feels 
strongly ahout letting people in on 
ratings. "The release of ratings to the 
consumer press hy broadcasters is a 
hlatant misuse of research data," he 
says. "Such material is neither in- 
tended or designed for consumer con- 
sumption and will only be read out of 
context, llie man who first gave rat- 
ings to a columnist should be drummed 
out of the business." 

The two biggest broadcast mile- 
stones that took place since Roslow 
started The Pulse he considers to be: 

( 1 ) The industry acceptance that ra- 
dio and tv were separate media, and 

(2) the awareness of the out-of-bome 
audience. Roslow was quick to explore 
the latter. In 1949. he turned out bis 
first radio out-of-home study. Auto 
listening has subsequently become a 
regular Pulse project. Tv, which dur- 
ing its earliest \ ears was run right 
in with radio reports, soon got its own 
treatment and by 19.S2 was being 
measured out of home. Roslow rea^ 
soned that in that era most people were 
watching t\ at the home of friends, at 
clubs or neighborhood bars. \ow 
Roslow predicts a day when tv will be 
measured out of home again thanks to 
thinner picture tubes and wireless 
portable sets. 

Not all of Roslow's looking is to the 
future. A man of intense loyalty (he 
still uses the same printer who printed 
the original Pulse reports), he can be- 
come quite emotional about the "old 
days." His emotional peak each year 
is the annual Pulse luncheon which he 
gives for his clients. It has been noticed 
that immediateh after each one, Ros- 
low disappears, sometimes for an hour 
or two. finalh turning up again with 
no mention of what he's done or where 
hc*s been. Only a handful know his 
secret: he must go off by himself to 
"cool out," and think perhaps of the 
long roa<l from Broadway to Fifth 
Avenue. ^ 



KROGER 

iConfd from pa^e 37) 

handling of his "specialty." 

How much did this embroidery add 
to the fabric of the promotion? Kro- 
ger, of course, won't say. Flynn does 
adnn*t that he is well pleased with the 
results, and grocery merchandiser Chet 
Lowe adds. "We sold more doughnuts 
in one week than we did in five previ- 
ous weeks." 

\o small share of the credit goes to 
the on-location efforts of Kroger. The 
campaign got under way on 25 August. 
That morning the 35 units in the Cleve- 
land area opened with 10-foot banners 
on the store fronts and inside hi-wires, 
devoted to the promotion. 

Besides displays on its own products 
being featured, the store used push- 
cart and end displays for these na- 
tional brands : Carling Black Label 
Beer. Pepsi-Cola, Hellmann's Mayon- 
naise and Chef Boy-Ar-Dee. Shelf 
talkers were tied-in with Sealtest lee 
Cream, Silver Dust soap powder, Mi- 
lani's 1890 Dressing, Hills Brothers 
Coffee and Durkee margarine. 

The display pieces carried not only 
the promotion slogan, tying in the 
store and station, but were person- 
alized with station personality picks. 

In retrospect, the station believes the 
promotion was a major step in grocery 
marketing. "Both we and our national 
grocery advertisers," notes Ed Paul, 
have been finding that the more na- 
tional advertising can be localized the 
more effective it becomes. Some agen- 
cies are now giving us more latitude, 
for example, in their commercial copy, 
letting the station personality use bis 
own approach, a la Arthur Godfrey. 
We think this takes it out of the realm 
of the av^erage commercial and gives it 
a distinctive touch." 

Adds Richard M. Klaus, the sta- 
tion's vice-president and general man- 
ager: "This was one of the finest ex- 
amples I know of an advertising cam- 
paign coordinated to such depth. By 
creatively lying the man to the prod- 
uct, on the air and in the store, Kroger 
and WERE achieved a well-rounded 
sales campaign with maximum effect." 

It's safe to say this promotion idea 
will grow. Kroger ad director Flvnn 
says he "looks forward to going into 
this promotion again." Adds station 
sales manager Ed Paul: "I know of 
several brokers who have told their 
principals ahout the promotion. I 
think we'll start getting pretty regular 
schedules for the plan." ^ 
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YOUR 

FALL -WINTER 
SPOT BUSINESS 
WILL BE 

UP 

because you'll get more of it if you read 
SPONSOR'S new 12th annual 

FALL FACTS BASICS 



38 pages on Marketing with 15 pages of BASICS charts 
86 pages on Radio with 15 pages of BASICS charts 

78 pages on Television with 18 pages of BASICS charts 
17 pages on Film with four pages of BASICS charts 
Full copies of Fall Facts BASICS available for $1 

Reprints of tlie popular BASICS charts sections: 



16 pages on Marketing 

16 pages on Radio 

24 pages on Tv and Film 



1 TO 9 
10 TO 49 
50 TO 99 
100 TO 499 
500 TO 999 
1,000 OR MORE 10 cents each 



35 cents each 
25 cents each 
20 cents each 
15 cents each 
12%^ cents each 



Prices include postage 



For fast delivery ^ use the coupon beloiv: 



Readerg' Service, SPONSOR, 40 E. 49 St., New York 17, N. Y. 

Please send me the following reprints from Fall Facts BASICS. 

Check or cash enclosed Bill me 

Section Quantity desired Unit price Total amount 

Marketing . _ 

Radio . , _ 

Television-Film . _ 

Full copy of Fall Facts BASICS— SI 

Name ^ 

Company 

Address 




Top-drawer advertisers 
are buying WGN 

You're in jjood comi)any when 
ytui join smart time-buyers who 
select \V(iX to sell millions of 
dollars worth of ^oods for toj)- 
drawer clients. Excitnifi; new 
I)ropramminK in 19o8 makes 
WCIX's i^olicy of hi^h quality 
at low cost even more attrac- 
tive to vou. 

WGN-RADIO 

CHICAGO. ILlrNOlS 



QUAD-CITIES 

ROCK ISLAND • MOLINE 
E. MOLINE • DAVENPORT 

now the nation's 




TV MARKET 

according to Television Age Magazine 



RETAIL SALES are above 
the national average. Rock 
Island, Moline, East Moline 
are rated as **preferre(i 
cities" by Sales Management 
magazine for the first 6 
months of 1958. You too, can 
expect above-average sales if 
you BUY WHBF-TV NOW! 



WHB 




CBS for EASTERN IOWA 
and WESTERN ILLINOIS 

REPRESENTED BY AVERY KNODEL. INC 
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Tv and radio 
NEWSMAKERS 



Louis E. Dean ha^ rejoined the stall of 
^\ Brother & Co. in the capacit) of vice 

* president. The announcement was made 5 

September hy Mr. D. P. Brother, ])resident 
of the national advertising agency which 
bears his name. Mr. Dean has been associ- 
ated with the advertising and automotive 
fields since 193 1. His most recent associa- 
tion has been with the Kudner Agency 
where he was in charge of the General Motors' institutional advertis- 
ing account. He began his career as a radio announcer, and was first 
associated with D. P. Brother as a member of the radio department 
in the 1933*s. Mr. Dean will headquarter in the Detroit and \ew 
York oflices of the agency and wiH reside in Pleasant\'ille. \ew York. 




Fred Von Hofen was named stati{)n man- 
ager of KGW. Portland, Oregon recently 
and has assumed his new duties as of 2 
September. \n making the announcement, 
Mr. Otto Brandt, v.p. and general manager 
of the Crown stations, said that Mr. Von 
Ht)fen is ''one of the dynamic young men 
of modern broadcasting." A native oi 
Texas. Mr. \ On Hofen has been station 
manager of KING, Seatde, and in 1937 was part-owner and manager 
of KEiNO. Las Vegas. During WOrld War U, he served with the 
I . S. Marine Corps in the South Pacific combat area. After leaving 
the service in 1944, he went to Seattle/ joining the Crown stations in 
1948 as an announcer on KIXG. He has been a radio and tv sales- 
man, radio sales manager and station manager with KING previously. 




Robert S. Tyrol has been promoted to gen- 
eral sales manager for WTIC, Hartford, 
Conn., it was recently announced by Mr. 
Paul W. Morency, president of the Travel- 
ers Broadcasting Service Corp. A member 
{)f the announcing staff of the radio station 
for a nundier of )ears. Mr. Tyrol joined 
the WTIC sales department in January of 
1956. In 1957 he was made assistant gen- 
eral >ales manager. While a member of the announcing staff, Mr. 
Tyrol was identified with many of WlTC's audience participation and 
special e\ents broadcasts — both locally and o\er the \BC and New 
Kngland Uegional networks. During World War II. Mr. Tyrol was 
in command of a submarine chaser in the South Pacific. He is a 
graduate of the I . S. Coast Guard Acadenn, lives in Connecticut. 
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"I have but one lamp by which my feet are guided. 



and that is the lamp of experience. 



99 



There can never be another station in Tidewater, Va., with 
the length of priceless experience that WTAR can give you. 
For WTAR is the oldest radio station in the nation's oldest 
state. This is one of the reasons why the voice of WTAR is 
the most influential voice in Tidewater*. 



a 





790 KILOCYCLES • CBS NETWORK 



Business Offices and Studios in Norfolk 
President and General Manager— Campbell Arnoux 
Vice President for Sales— Robert M. Lambe 
Vice President for Operations— John Peffer 



*TIDEWTAR is a better way to spell it . . , and sell it— 
the great Norfolk-Newport News market, largest metro 
area population in state, 6th in South, 27th in U. S. 
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Perspective on the quiz shows 

The imiiicdicitc future of the hig-niouey quiz shows now 
>u ^elf-cvi(hMlt that there's little news in the situation tvade- 
wi^e. As after-thoughts, though, these may he worthwhile 
renienihering: 

• ForUmately, the industry had figured that the shine was 
olT the payout >hows long hefore the headlines did the final 
tarni>hing. Of the current crop of network newcomers, only 
two are in the game class (the great majority is action stuff). 
So the danger to the new season isn't much. 

• If history is any indication, it would he folly to write 
off the (juizzes categorically. Radio had a similar shock with 
the musical guessing games in the 1930's when those high- 
riding shows were accused of being lotteries — a much more 
serious charge since it involved the government as well as the 
public. Yet guessing the titles of tunes has remained a steady 
programing ingredient over the years. Mental competition 
and showmanship is as old as the human race^ so there's a 
(Continuing demand for games and contests of some sort. 

• If anybody hadn't realized it before, tv's newsworthi- 
nes^ is now an iron fact. The quizzes grabbed the headlines 
with easy regularity. While this confirmation of the hold tv 
has on the public is flattering, it'^ obvious that it can bring its 
frightening moments, too. More than ever, the industry will 
have to behave like a grown-uj). 



More program flexibility 

Putting too many program eggs into one basket repeatedly 
has been called a drag on creativity and flexibility by 
spoNsou. The tribulations of the quizzes indicate that it's also 
eeonomically hazardous. 

Thus the argument that new directions are too costly loses 
much of its plau>ibility. Perhaps a better case for more 
flexibility now can be made to the bookkeepers. 




THIS WE FIGHT FOR: Greater creativity in 
all phases of air media work. One of our in- 
df/stry's norst enemies is an obtuse, reactionary 
reliance on statistics at the expense of new 
ideas, Both radio and tv must keep flexible. 
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lO-SECONO SPOTS 

Come again? From a Ralston Purina 
Co. news release — "Millions of fami- 
lies will be entertained and sold via 
netwo rk tele v ision's multiple large 
space ads i n mo re th an 250 news- 
papers; . . 

Eerie: A Cedar Rapids mortician has 
turned to television advertising on 
KCRG-TV. will sponsor CNP's telefilm 
series. Danger !s My Business. — More 
deadly than dangerous, we'd say. 

Spelling bee: At the recent A. C. Niel- 
sen Co. press conference in the Wal- 
dorf, Vice President John Churchill un- 
veiled NCS #3, then asked for ques- 
tions from the press. First question 
asked: "Is it true that you've just 
hired a $30.000-a-year vice president 
in charge of seeing that 'Nielsen' gets 
spelled right?" 

Namely: Loretta Kealy, of H-R Reps, 
belongs to the Toastmistress Club of 
New York. The club recently held a 
contest for naming its new monthly 
bulletin ; most interesting submission 
of a name: Flickertails, 

Arf: Pat Buttram, CBS Radio star, 
commenting on the small foreign cars: 
"Down home there's a dog that chases 
them. Wouldn't be so bad except when 
he catches them, he buries them." 

New job: From the letter of a job 
applicant received by a Madison Ave- I 
nue agency personnel head— "I had in- 
tended to send you a copy of my 
resume earlier this week, and follow it 
up with a phone call; however, I was 
unable to do so. ... I find myself in 
the position of being unable to accept 
any employment at the present time. 
"I've been drafted." 

Chiller: A spot radio campaign in | 
N.Y. plugged the new horror movie, 
The Fly, said it was so terrifying that 
anyone who wants to see it alone must 
sign a legal waiver in the lobby. And 
if you arent scared, do you get your 
waiver back? 

Author, author! The upcoming CBS 
TV production of Louisa May Alcott's 
classic, Little JForneUj has divided the 
producers into two camps over the 
question of whether Beth lives or dies 
at the end. Richard Adler, the show 
writer, insists she live, while BBDO. 
sponsor Sheaffer Pen Co. and Talent 
Associates wants a sad ending. Adler 
feels there is no time for her to die in 
an hour show with eight minutes out 
for commercials. IV ell still bet on the 
sponsor getting his way, 
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THE IMAGE OF 





Believable as the familiar school- 
house and the bell that beckons young- 
sters back to books and lessons— that 
is WWJ-TV in Detroit. Eleven years of 
superior television service to southeastern 
Michigan have given WWJ-TV such 
dominant stature that every advertiser 
enjoys a priceless advantage. 

Be sure this fall Be sure to use WWJ-TV, 
Detroit's Believahility Station. 




ASSOCIATE AM-FM STATION WWJ 
Notionol Repr«sentat'ivet. ftttn^ GriFFin^ Woodward, Inc. 



1')' 



45 Aiiyyiys on 



( i f > // 




all the Great Nloviesl! 





Announcing a choice selection from 
the Parannount film package. Another 
star in KBET-TV's library of hits 
from MGM, RKO, United Artists, Republic, 
20th Century-Fox, Columbia, Warner Bros. 



SACRAMENTO 



4 ^f^f ; 



II 
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SASIC 




CHANNEL 10 



CALIFORNIA 



CSS OUTKT 



Co// H-R Television, Inc. for Current Avails 



